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ough Proofs 


“Everybody is happy” in New 
York agency circles, reports R. S. 
Freeman to English advertising 
men. 

Maybe one reason is that they 
don’t have to bother with ration 
books. 

. #9 

Rough Proofs is in favor of 
crediting the designers of dresses 
and accessories used in advertis- 
ing displays, and even more in 
favor of identifying the models. 


ah a 

The general comment of those 
vho have followed in detail the 
ctivities of Howard Hughes’ pub- 
ic relations counsel is that it is 
ice work if you can get it. 


vwy 
It’s been 50 years since Cyrus 
Curtis took over The Saturday 
Evening Post, and even the skep- 
tics are now willing to admit that 
he made a good buy. 


vey 

Housewives are going to be sur- 
prised and relieved to learn from 
new advertising copy that it’s all 


right to serve cranberry sauce 
with chicken, too. 


ya * 

Albert Wesley Frey, who is pro- 
fessor of marketing at the Amos 
Tuck School, was dubbed “Prof. 
Tuck” in the AA review of his 
new book, but maybe he’d prefer 
to.be called simply Friar Tuck. 


. + ¢ 
Gladys the beautiful receptionist 
says she sees General Mills is 
starting an organic chemical plant, 
and she supposes it would be nice 
to have music on their radio 
shows. 

vvy 
Sales resistance must be in 
evidence again. Realsilk Hosiery 
is following the example of Fuller 
Brush and supplying its salesmen 
with a sure-fire door opener with 
which to appease the reluctant 


housewife. 
vvwye 
“Reach for a Peach,” the cur- 
rent slogan now being promoted 


Wby the Super Market Institute, 


will not be qualified or extended 
by the use of “instead of.” 


a, ee 

You can’t make bricks without 
straw, and you may also be able 
to make paper out of it, suggests 
Col. Robert R. McCormick, of the 
Chicago Tribune. 


* 2 
“Two hot agency men would 
just as soon leave Chicago,” says 
the classified ad, which may have 
been inspired by the sad expe- 
riences of Hedda Hopper in the 
Midwest. 
vvwy 
You’re really not equipped with 
historical background in the 
lio business unless you can re- 
ember the exploits of Sam ’n’ 
Henry, Col. Stoopnagle & Bud and 
the Kansas City Nighthawks. 
vwy 
Space salesmen calling on agen- 
“must be mature enough to 
meet important people on an equal 
ntellectual level,” says a maga- 
Zine publisher’s ad. 
The level isn’t always insuper- 


Bly high. 


Copy Cus. 


PRudUUT A) POmt be Wine boee, 


ti 


ieyé 


etn en ores 
cot ee Hn eam i oe mer —-> 
+ ow: mae) vente BARADIO 


PERSONAL RADIO — Porto-Products, 
Inc., Chicago, maker of the Porto 
Baradio, ran this ad in Retailing Home 
Furnishings to tell dealers about its sec- 
ond personalized product, the Smoker- 
ette-Radio. Ads will run this fall in 
Esquire. Newby & Peron is the agency. 
(Story on Page 33.) 


Hunt ‘Test Case’ 
for Crackdown in 
Price Conspiracy 


See Justice Action 
as Deterrent to 
Further Boosts 


WASHINGTON —— Justice Depart- 
ment agents were reported to be 
combing through the food, cloth- 
ing and housing industries last 
week for a “test case’ under the 
departmental policy calling for 
jail sentences for individuals con- 
victed of conspiring to maintain 
or increase prices. 

While there was considerable 
skepticism over the _ possibility 
that the department would trace 
the significant price increases of 
the past 18 months to conspiracies, 
the threat of investigation and 
possible prosecution was consid- 
ered here a potential deterrent to 
future price increases. 

From trade sources, it was 
learned that departmental inves- 
tigators have been operating for 
several weeks previous to the for- 
mal announcement of the drive to 
uncover pricing conspiracies in 
vital cost-of-living items. 

One group of retailers told Ap- 
VERTISING AGE that it had been 
visited by Department of Justice 
agents shortly after a meeting 


(Continued on Page 63) 


FCC Cracks Down 


on radio block booking. 
See ‘In Washington,’ 
Page 34. Other features: 


So Se ee 12 
Advertising Market Place.......... 50 
Chain Store Figures...... —. 
Coming Conventions .... ree: 
Department Store Sales...... .. 16 
| ES a errr ee 12 
Farm Publications Linage........... 4a 
SO WED 6 ceiec ois cagsicnsaccs) am 
Getting Personal nde oe 
Information for Advertisers......... 12 
Magazine Linage ................. 60 
Obituaries .... ae ee 65 
Photographic a 
Private Lines ......... ere 
Rough Proofs .... iesdatsid aw wicn | 
Voice of the Advertiser... . 56 


Beulah’s Brother 
Born: Now Borden 
Looks for a Name 


Magazines, Radio 
to Plug Contest— 
and Borden Sales 


New YorK—They’re going to 
run a contest to name Elsie’s new 
“baby boy” and, judging by the 
birth announcement, it will stim- 
ulate plenty of consumer excite- 
ment and Borden sales. 

The Borden Company will run 
the contest from Sept. 1 through 
Oct. 31, with the first national ad- 
vertisement to break in the Aug. 
31 issue of The American Weekly. 
Other magazine space will pro- 
mote the contest, and Borden di- 
visions will pitch in, too, on the 
local level. When it’s all over, 
the nation will know the name of 
the bovine youngster who has 
joined Elsie, Elmer and Beulah. 


Chicago Division Jumps In 


In Chicago, Borden’s milk di- 
vision started building advance 
interest in the contest with a 
large-space ad in the Aug. 12 
Daily News and Aug. 13 Tribune 
headlined “It’s a boy at Elsie’s.” 
Both the famous cow and her 
newest addition to the family were 
pictured. The copy was sponsored 
locally, and marked the first time 
in 10 years that Elsie was featured 
in an ad that was not part of a 
national drive. 

Consumers may submit any 
number of entries in the contest, 
but each must be accompanied by 
a box top, label or other identi- 
fication of a Borden product. In 
addition, the rules call for a tie- 
breaking letter of 25 words or 

(Continued on Page 67) 


A REALLY NEW KIND OF TIRE 
ASTONISHES — ENGINEERS 


»y GOODSYEAR 


‘TIRE OF THE FUTURE'—And it won't 
be long before car makers adopt the 
new Super-Cushion tire, Goodyear Tire 
& Rubber Co. assured motorists last 
week in this copy. (Story on Page 62.) 


Census Holds Off 
on Business Study; 
Will Cover 1948 


WASHINGTON — The Census Bu- 
reau. Wednesday bowed out of 
the movement for a Census of 
Business, Mineral Industries and 
Transportation covering 1947. 

Pleading “insufficient time,” 
Census Chief J. C. Capt said his 
organization wants to postpone the 
first postwar business study to 
cover 1948 instead. 

The decision to abandon prepa- 
rations for the business census 
stems from Congressional failure 
to provide authority and money 
before the summer recess. 


‘Too Uncertain’ for Plans 


While there has been some hope 
that the census could be arranged 


(Continued on Page 61) 


Last Minute News Flashes 


Toni Takes Over Breakfast Club Segment 


Cxuicaco — Toni, 


Inc.’s bid for the first 15-minute Breakfast Club 


segment, formerly sponsored by Kay Daumit, has been accepted by 


ABC, starting Sept. 1. 


With “Torme Time,” which started Aug. 2 on 


NBC Saturday afternoon, the permanent wave maker now has five 
programs on the air, and has boosted ad expenditures from $300,000 


last year to $3,500,000 this year. 
(Earlier story on Page 24.) 


Foote, Cone & Belding is the agency. 


Westinghouse to Launch Drive for Radios 

New York — Timed to catch the “Back-to-School” trade, a high- 
powered campaign to push sales of Westinghouse radios will tee off 
early in September with spreads in Collier’s, Life and The Satur- 


day Evening Post. 


Advertisements also are scheduled for agricul- 
tural monthlies and business publications. 


The drive will be rein- 


forced by cooperative newpaper copy and spot radio announcements. 
Fuller & Smith & Ross is the agency. 


Miller Brewing Co. Names Nahser Agency 
MILWAUKEE—Miller Brewing Company, maker of Miller High Life 
beer, has appointed Frank C. Nahser, Inc., Chicago, to handle its ac- 


count. 


resigned because of illness. 


Roy Dernier, formerly engaged in theatrical publicity here 
has been named advertising manager, succeeding Donald Ivins, who 


TWA May Switch Account to BBDO 


New Yorx—Trans World Airline, Inc., reportedly will transfer its 


advertising account to Batten, Barton, Durstine & Osborn. 


TWA cur- 


rently is handled by Kudner Agency. 


Jack Parr on Wednesday Show for Lucky Strike 
New YorkK—Jack Parr, Jack Benny’s summertime replacement on 
NBC, will be heard Wednesday night at 9:30 EDT over the ABC net- 


work for Lucky Strike. 


Foote, Cone & Belding is the agency. 


(Additional News Flashes on Page 67) 


Four Roses Buys 
ANAN for 52-Week 
Newspaper Drive 


Net Lands Biggest 
Order: 25,000 Lines 
in 24 Newspapers 


New YorK—Frankfort Distillers 
Corporation (for Four Roses) has 
bought 52 consecutive weeks of 
newspaper advertising through the 
American Newspaper Advertising 
Network, the first advertiser to 
buy a 52-time schedule, and the 
first liquor advertiser to use news- 
paper space on a national basis 
with such frequency and con- 
tinuity. ; 

First copy—in 1,000-line space 
ran the first week in August in 

4 ANAN newspapers, plus a 
number of other newspapers. The 
cainpaign, placed through Young 
& Rubicam, will entail about 25,- 
000 lines in each of the 24 news- 
papers during the year. 

In announcing the order, Frank- 
fort’s vice-president, J. Baxter 
Gardner, gave ANAN a thumping 
commendation. He said: 

‘We are very conscious ... of 
rising costs and keener competi- 
tion. We are convinced that our 
advertising today must strive for 
one thing above all others: Larg- 
est possible returns in terms of 
actual sales for every dollar we 
spend. When used with ade- 
quate frequency and continuity, 
newspaper advertising can be one 
of the most economical of all 
media. . . [With the 52-week 
campaign] we believe we are set- 
ting a new record, at least as far 
as the liquor industry is con- 
cerned, in the use of newspaper 
advertising. . . We are glad to 
utilize the facilities and advan- 
tages offered by the American 
Newspaper Advertising Network.” 


Is Fifth Buyer 


Frankfort Distillers’ buy of 24 
ANAN papers includes all the 
newspapers in the ANAN stable 
which are currently able and will- 
ing to take a distiller’s business 
through the network. Some of 
the papers on the ANAN list have 
been unable to accept contracts 
because of newsprint shortages, 
while others do not accept liquor 
advertising. 

While ANAN consistently re- 


Times Square or 
Hollywood & Vine 
—Times, Please’ 


New YorK—If the traditional 


»| business man who can’t start the 


day without reading the New York 
Times still exists, this will make 
him happy. 

Even when he finds himself in 
Los Angeles—3,000 miles away 
from Broadway—he can start the 
day happily with the Times under 
his arm. Los Angeles, Hollywood 
and Beverly Hills have been added 
to the list of cities which the 
daily reaches by airmail delivery 
service. 

The paper is in L.A. at 7:45 a.m. 
on the date of publication. 
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tisers making use of its services,| much-needed fillip, 


fuses to disclose a list of adver-|it gives the ANAN operation a}! 


and effec- 


reports have it that Frankfort is|tively disposes of rumors which 
the fifth to place an order with the | have been current recently to the 
network. Two of the others are/| effect that the network was on the 
identified as Philip Morris and|verge of dissolution or merger 
French Lick Springs Company | with some other sales organiza- 
(for Pluto Water). The other two | tion. 


have never been identified by any- 
one, but are said to be Camel and 
General Mills’ Pye-Quick. 
Whatever the number of ANAN 
advertisers, the Frankfort contract 
is obviously of major importance 
(1) because of its size; (2) be- 
cause it is the first 52-time con- 
tract signed by the network, and 
probably one of the very few 52- 
time schedules ever set up for 
any single brand in a substantial 
list of newspapers; (3) because 


NOW OVER 


90,000 


CIRCULATION (current averace) 
ST. JOSEPH NEWS-PRESS 


St.Foseph Onzette 


Aims for Frequency 


The American Newspaper Ad- 
vertising Network has had a fairly 
rough row to hoe in an area off 
newspaper selling which has fre- 
quently been attempted in recent 
years, without much success. Un- 
like other successful sales organ- 
izations in the newspaper busi- 
ness, ANAN does not sell any spe- 
cial feature or type of advertising, 
but instead aims to sell r.o.p. 
space, with a schedule of dis- 
counts from card rates of indi- 
vidual papers based on both fre- 
quency and volume. 

The network started in mid- 
1944 when a group of about 16 
newspapers, including many of 
the country’s largest, put up 
jointly a $50,000 fund to permit 


NATA Opens Hunt 
for Old Car Cards 


New York — National Associa- 
tion of Transportation Advertis- 
ing has launched a nationwide 
search for early car cards. 

It will compile a morgue of 
transportation ads to be available 
for research by stylists, historians, 
modern’ advertisers, individual 
companies and Hollywood motion 
picture producers. 

The association is seeking the 
cooperation of every long-time 
car card advertiser in its project. 


Marion Harper Sr. to make a de- 
tailed study of the “network” idea 
and its possibilities of filling a 
need and being successful. 
Following Mr. Harper’s volumi- 
nous report, the group of sponsors 
decided to go ahead with the pro- 
ject — despite vociferous protests 
from a variety of quarters and 
lethargic attitudes in others—and 
ANAN was incorporated Jan. 1, 


1946, under its present name. The 
late Harold Sherwood, advertising 
director of the New York News, 
who was one of the motivating 
spirits in the enterprise, served as 
president until his death. 


Active Selling Starts 


In May of 1946, effective organ- 
ization got under way with the 
selection, as executive vice-presi- 
dent and operating head, of Ed- 
ward D. Madden, who had pre- 
viously been vice-president and 
new business head of McCann- 
Erickson, Inc. Active selling on 
behalf of the network started late 
in 1946, with the development of 
a comprehensive presentation 
which was widely shown to indi- 
viduals and groups. 

According to the latest available 
information, the network now em- 
braces 46 papers in 43 markets 
which have been “activated”— 
that is, which are now both able 
and willing to accept business 
written through the network. 
These newspapers have a com- 

(Continued on Page 66) 


out of 


from shelves OUTSIDE the 6 


For cans or cartons, for whatever folks eat, 
‘reaching hands in the eleven Western States 
hold to that ratio. It’s from shelves outside the 
6 largest cities that advertised brands keep mov- 
ing ...2 out of 3 times. 

Reaching hands of the Hometowners. They 
are nearly 34 of the population. In round num- 
bers, 11 out of 15 millions! Their interests cen- 


ter in the Hometown. They live there, entertain 


there, buy there. 


They reach for their Hometown Daily News- 
paper. Their favorite newspaper, because its 
interests, too, center there, close to home. No 


other advertising medium guides those reach- 
ing, buying hands as effectively—and profitably 
—as the Hometown Daily Newspaper. 


Over 90% of the 5,687,000 total circulation of all daily newspapers in the eleven Western 
States is confined to the city and the retail trading zones in which they are published. 


Hometow® ‘ il 
4 plan their buy!nS = 


wiv 


For complete information write to 


Hometown Daily Newspaper Publishers— 625 Market Street, San Francisco 5, California 
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‘Info Please’ 
Set as Mutual 
Co-op Attraction 


New YorkK—Lured no doubt by/ 
the success of Kate Smith and 
Fulton Lewis Jr. as Mutual co-op 
attractions, “Information Please,” 
prize package of Dan Golenpaul, 
becomes the fourteenth on the list 
of cooperative shows available for 
local sponsorship at MBS. 

Friday evenings, 9:30-10, have 
been reserved for the highbrow 
quiz, with Clifton Fadiman and} 
his two regulars, Franklin P. 
Adams and John Kieran, on hand 
to make with the questions and 
answers. Fred Allen gets the bid 
for the first guest appearance 
Sept. 26. 

Parker Pen Company dropped 
“Information Please,” heard then 
over CBS, at the end of the spring 
season. 


Cooperative programming  on/ 
the Mutual 440-station network’) 


has made great strides during the 
past year. As of July 15 the vol- 
ume of this type of show was up 
79% over the same period for last 
year. Co-op broadcasts account 
for more than 1,000 current pro- 
gram sales by MBS affiliates. 


A newcomer to the group is) 


Kate Smith, whose noonday chat 
session—a daily Mutual feature— 


recently picked up its 300th back- 
who} 
now is sold to 288 stations and 3507 


er. Commentator Lewis, 


sponsors, is pace setter. 


Kounty Kist Ads Planned 


Minnesota Valley Canning Com-? 


pany, Le Sueur, Minn., packer of 
Giant Brand peas and Niblets 


Brand corn, next month will be-! 


gin advertising its Kounty Kist 
peas. The campaign will open 
with a color page in The Ameri- 
can Weekly Sept. 28, to be fol- 
lowed by 15 black-and-white and 
color ads in the publication bi- 
weekly till next May. Leo Bur- 
nett Company, Chicago, is the 
agency. 


Simmonds Adds Four 


Simmonds & Simmonds, Inc., 
Chicago, has been appointed to 
handle advertising for the follow- 
ing, all in Holland, Mich.: W. E. 
Dunn Mfg. Company; Brikcrete 
Associates, Inc.; Concrete Equip- 
ment Company, and Colorcrete 
Industries, Inc. Consumer maga- 
zines and business papers will be 
used for each. 


BUSINESS 
MEN IN 
ADVERTISING 


Proper plans for advertising 
rest on adequate knowledge 
of the client's policy, purpose, 
and profit. 


These determine what may 
be wisely invested; what may 
be judiciously attempted. 


Then practical creative 
thinking is combined with the 
artistic ideal of “how to say it.” 


This is best done by busi- 
ness men in advertising, 
aware that the client's success 
is based on taking in more 
than he pays out. 


IT DOESN’T 
TO ADVERTISE 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc.- ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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Currently keeping 


over a million U. S. Magazine Linage Compiled by 
bay Five Semi-Annual Totals Printers’ Ink 
“| families close to the Yuqgwt {ot 
* , 7 oc 
“| news of the world... q STORE DISTRIBUTED MAGAZINES 
‘ol 1947 1946 1945 1944 1943 


Jan.-June Jan.-June Jan.-June Jan.-June Jan.-June 


“) keeping the women in 


Be Family Circle .................... 56,582 a62,!134 
_ th f ti ' t a Published weekly. 
nce ese Ttamiulies ciose to | 
i | NATIONAL WEEKLIES 
hen 
in] the news of 1947 1946 1945 1944 1943 
5 Jan.-June Jan.-June Jan.June Jan.-June Jan.June 
ork! Saturday Evening Post...... 1,524,260 1,302,622 976,929 979,372 892,834 
|| food and fashions, children - « 1,293,581 1,152,389 1,010,600 1,084,972 867,664 
ie ge eee 849,279 785,747 709,937 700,430 691,708 
Jaa N.Y. Times Magazine... 797.896 704.980, 498,199 516,517 319,545 
7 and the home. . and keeping 2 IO seeessssscsnnnnsnnsesseseeeessesecs 793,86 720,931 695,100 728,647 652,279 
g | on ay fae eS 723,709 755,438 820,448 a8!17,192 743,08 | 
‘“ | ew Yorker ......... sselabbedisadin 683,209 635,159 511,401 552,569 421,339 
hat’) advertisers oh so happy Newsweek oocccccccssscccssscseee 608,447 629,887 713,745 648,170 b592,979 
“ Lee egies Weekly...... 442,842 428,653 386,146 d382,414 ~ 456,925 
350) . ‘ nited States News.......... 340,776 410,021 465,376 461,350 b416,915 
with results, results, results This Week Magazine........ n288,587 ne239,933 197,102 gn230,085 253,120 
a pa hebadenisdaaeetiaktnashunhesas 252,007 301,101 281,051 198,019 142,839 
‘od ° i En 162,846 174,853 164,327 125,946 82,438 
rot that are oh so profitable! The Saturday Review ........ 129,558 171,407 147,764 114,118 68,518 
~ —— - peduakaiiililasiphstscberesetes x94,718 105,249 136,019 87,691 39,231 
Kist . inancial World ............... 66,064 78,949 70,808 56,086 m46,645 
+ J ' ' ' ' ' 
ven’ What’s keeping you Scholastic Magazine ...... w57,176  w56,471 62,234 = w51,356 = w36,387) 
J ps eH ee 55,384 60,231 60,361 60,854 37,506 
bi- . ew Republic .................. y47,406 49,988 58,765 58,338 35,110 
su) from phoning Young America ............... w31,003 w35037  w42,355 w27,236 tt‘ 
SS eee ee 9,242,610 8,799,046 8,0 7 7,881,362 
LAckawanna 4-1000 — were 008,66 81,36 6,797,063 
Inc. < a Smaller page size March, . b Small ize April, "1943. ¢ S$ 
x horil ae i a pee renee’, i944 @ Larger page tie “~~ iets Sniaiice poy 
x . il, , age size June, f ition. - . 
Y. Ey for anything size February, 1947. y Smaller none ties February, 1947. oe eee ee Se ee 
irete 
te | else you want BI-WEEKLIES 
a j 1947 i946 1945 1944 1943 
Me an.-June Jan.-June Jan.-June Jan.-June Jan.-June 
to know about eS alae 344,548 300,733 328,426 + «314,815 300,660 
\ "EE al43,910 241,800 364,850 230,241 103,753 
ES EE a 80,310 cd85.788 bI18,98! 
Magazine of Wall Street 44.051 44.579 34,458 
‘ 
ESRC! an 612,819 672,900 846,715 545,056 404,413 
me a Published bi-weekly effective February, 1947. b Published weekly. c Published bi-weekly 
a effective June, 1946. d Larger page size January, 1946. 
ay 
ay CANADIAN MAGAZINES 
he 1947 1946 1945 1944 1943 
_ Jan.-June Jan.-June Jan.-June Jan.-June Jan.-June 
si- CI TA Oe 309,928 290,576 207,698 178,884 192,282 
- IIE sess sesnccsnisiovescoroan 290,609 282,126 246,773 228,431 ~—:176,371 
re Can. Homes & Gardens.. a207,682 bl61,152 al29,44I c74,789 d60,556 
Canadian Home Journal.. 203,589 193,936 169,958 161,978 139,824 
rr 201,114 195,756 163,765 150,093 126,508 
Canadian Business ............ 165,880 179,969 174,648 209,711 174,698 
Oe cats 150,255 151,731 139,104 
National Home Monthly.. 134,249 134,938 116,054 114,582 89,072 
if La Revue Populaire ........ 129,012 129,722 114,815 
a Six issues. b Five issues. c Four issues. d Three issues. 
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Wilt Promotes Neville 


Wilt, Inc., manufacturer of a 
new before-shave beard softener, 
has promoted Leslie M. W. Neville 
to vice-president in charge of 
sales, advertising and production. 
Mr. Neville has been with Wilt 
since its inception. He was for- 
merly an account executive with 
Norm Advertising Agency and on 
the advertising staff of Esquire. 


Write for information on 


t 


E-STIK 


SIMON ADHESIVE PRODUCTS CO8P. 
220 Fifth Avenue, New York I, N.Y. 


Fiske Appointed 

A. Richard Fiske has joined 
Caldwell-Clements, New York, 
publisher of radio-electronic busi- 
ness magazines, in charge of pro- 
motion for Radio & Television Re- 
tailing, Tele-Tech and Electronic 
Industries & Instrumentation. Mr. 
Fiske was formerly advertising 
manager for Federal Electric 
Products Company, Newark, and 
assistant manager of advertising 
for the lamp division, Bloomfield, 
N. J., of Westinghouse Electric 
Corporation. 


Prints Video Newssheet 


United Video, New York, has 
begun publishing a weekly news- 
letter, titled “Video,” to report on 
commercial video developments to 
business executives. The service 
costs $25 a year. 


1-3 of Station 
Time Sustaining, 
NAB Unit Reports 


WaASHINGTON—The NAB research 
department reported last week 
that a sample tabulation of broad- 
cast stations indicated that NAB 
members devote better than a 
third of their time to non-revenue 
producing programs five minutes 
or more in length. 

This first in a semi-annual NAB 
study of sustaining radio time in- 
dicates that large stations (7.5 
kw. to 50 kw.) are 36% sustain- 
ing; medium stations (500 watts 
to 5 kw.) 30% and small stations 
(250 watts and less) 37%. 

Data was compiled from the logs 


of 85 stations composing a “ran- 
dom” sample of the stations on 
the air. Breakdowns were pro- 
vided for five weekdays, and for 
weekends, for the week of Nov. 
21-27, 1946. 

NAB research director Kenneth 
H. Baker believes that sample is 
reliable within 5% of error. He 
said the research department has 
already begun a follow-up analy- 
sis covering a week in February 
1947. 


Shoe Output Drops 


A 25% decrease in production 
of shoes in Massachusetts, Maine 
and New Hampshire, in the first 
five months of 1947, compared 
with the same period of 1946, has 
been reported by the New Eng- 
land Shoe & Leather Association. 


350,000 


f 
GAINS TOP NATIONAL 


= | 


AVERAGE 
j 


325,000 


300,000 


275,000 


250,000 


bs 


Employment gains in the Milwaukee in. 
dustrial area, both wartime and postwar, 
far exceeded the national rate of increase, 
according to the U. S. Department .of 
Labor. They report 358,000 now em- 
ployed in Milwaukee county, or 95,000 


more than the 1939 figure. 


Recent analyses by the U. S. Employment 
Service report (1) Milwaukee is one of 
only three major industrial areas in which 
the labor supply is small as compared to 
job openings; (2) Milwaukee employers 
indicate a need for 13,000 more workers 


by mid-September. 


Keep your sales in step with this growing 
market by advertising in the newspaper 
which reaches 97% of all families, 


Source: U, §. Department of Labor Figures for 


Milwaukee County. 


THE MILWAUKEE JOURNAL 


Owners and Operators of Stations WTMJ, WTMJ-FM, 
WTMJ-TV in Milwaukee—WSAU in Wausau, Wisconsin 
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‘Baby Corner,’ 
New Ad Column, 
to Start Jan. 4 


CINCINNATI — The latest of the | 
advertising columns—The Baby | 
Corner—announced last week that 
it will get under way beginning 
Jan. 4, 1948. 

The newest addition to the list 
of syndicated advertising feature 
columns was originally announced 
early this year, with tentative 
starting time scheduled for Sep- 
tember. 

The Baby Corner is a project of | 
Robbins Feature Corporation, | 
which has executive offices in 
Washington, and editorial and | 
business offices here. Lorenzen & | 
Thompson, newspaper representa- 
tive, is handling national sales 
representation through its various 
offices, except in Chicago, where 
Jerry Zalkind, long-time Robbins 
friend, is handling the project. 

The feature, like the three ex- | 
isting Nancy Sasser columns and 
the Jessie DeBoth column, is an / 
editorialized advertising column 
to appear in Sunday newspapers. 
Its appeal, as indicated by its title, 
will be to those with babies and 
children under five. 


14,000,000 Circulation 


The Baby Corner, subtitled 
“Hints for the Mother, by Mar- 
jorie Kelly,” will appear in 647 
newspapers in 59 cities, with an’ 
over-all circulation of 14,094,708. 
It will be available in a single 7 
package, or regionally, with con- 
centration in the east central, 7 
southern and Pacific areas. 

Space is available in units of” 
from 42 to 98 lines per insertion, 
at a line rate for the entire 64 
papers of $35.90 on a 26-time 7 
basis, $37.25 on a 13-time basis, 7 
and $38.20 on a six-time basis. | 
There are 13 papers in 11 markets 
in the Pacific group, 21 papers in 
18 markets in the southern group, 
and 30 papers in 30 markets in the 
east central group. 

The Baby Corner, if successful, 
will join four other successful 
editorial advertising columns now 
in existence —the three Sasser 
columns, Buy-Lines by Nancy 
Sasser, Buy-Lines by Phil Sasser, 
and Buy-Lines by Nancy Sasser, 
Housewife’s Special—and Jessie’s 
Notebook by Jessie DeBoth, home 
economist. Another similar col- 
umn, Shop-Along with Ellen 
Chanin, runs primarily in maga- 
zines. 


Holmes Appointed 


John B. Holmes, formerly with 
the Chicago office of McCann- 
Erickson and previously media 
buyer for Foote, Cone & Belding 
and its predecessor Lord & 
Thomas, has joined the Chicago 
office of Magazines of Industry, 
Inc., as western district manager 
for Modern Distribution. 


G-E Shifts Merrihue 
Willard V. Merrihue, manager 
of advertising and sales promo- 
tion divisions of the apparatus de- 
partment of General Electric Com- 
pany, Schenectady, has been as- 
signed to community and employe 
relations on the staff of R. ©. | 
Muir, vice-president and genera! 
manager of the apparatus depart- 
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ssie’s —? —_ 7 ee ® *A. C. Nielsen Company, the » 
10me Sree a | : world’s largest marketing research 
col- | Nationally advertised brands are overwhelmingly the organization, supplies bi-monthly 
Ellen . es sales leaders in drug stores, the most valuable items in reports of the movement of goods 
aga- Here's the Box Score |) any aruseists’ inventory. stores: The Nicleon Food Ind 
: This is truer today than it was in the early days of pre ‘" “a git slime sth Neyo 
; : : g Index are research tools 
Per cent advantage in stock turn rate | the war. Analysis of the Nielsen Drug Index figures for which are highly valued by the 
for leading national brands over all 31 drug commodities shows that in January-February, food and drug industries, and by 
’ miscellaneous brands reported by | 1942, nationally advertised brands averaged 135% many others in the front rank 
with NIELSEN DRUG INDEX. 3 faster turnover than “all others.” of American business. 
ite (January-February sales compared Today, nationally advertised brands are moving 155% 
lding with March 1 inventories ineach year.) — | faster, and the trend is up. Their competitive advantage 
i & i over “all others”? now ranges from 75% to 333%! 
icago f Since 1942, the relative sales velocity of nationally ; 
istry, 1942194 Fe advertised brands has increased 14.8%. Sachets 
1ager 4 High Velocity is Doubly Important— 
BABY SPECIALTIES . . . 235% 333% - : because it means greater dollar profit for the retailer 
Co and lower prices for his customers. 
COSMETICS .... 2. 2B 100 oS Now that inventories are being watched more closely 
ager Z than ever before—now that we are entering a period 
“yo PROPRIETARIES. .... 41 143 of intensely competitive selling —it pays all men who 
Com- own, operate or finance retail or wholesale outlets 
. as- TOILETRIES 68 I to remember these facts: 
ploye «pte ahi 4 Well accepted, fast-turning nationally advertised 
%. C. pa brands provide the dependable day-to-day income which 
nera! VITAMIN PRODUCTS . . 4 4 ee keeps an operation on an even keel. 
= : They develop the store traffic which makes it possible 
MISCELLANEOUS ee 246 241 ae to sell longer profit impulse items, the traffic without 
_— 2 oo FS : which it is impossible to liquidate, at minimum loss, 
re the “dogs” which even a good operator buys once in 
COMPOSITE, ALL GROUPS 135% 155% | awhile, especially in war-time, 
os They build a reputation for quality. Customers who 
cannot find them in one store will switch their trade to ‘ 
Relatively almost 15% greater today E those merchants who feature them. | 
than early in 1942! pm 
The chances are that you could not have become a 
bog successful business man or banker without knowing 
- aa these facts. However, in times like these, it does no 
a a harm to mention them again. 
VS * Reprints of this adverti. t ilable upon request. The American Weekly, Main Office, 63 Vesey St., New York 7, N. Y., Chicago, Atlanta, Boston, Detroit, Cleveland, Los Angeles, San Francisco, St. Louis ; 
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Ru-Ex Names Cohen 


Ru-Ex Company, St. Paul, has 
appointed Harry B. Cohen Adver- 
tising Company, New York, to} 
handle advertising for Ru-Ex) 
compound, a rheumatism remedy, | 
formerly handled by O’Neil, Lar- | 
son & McMahon, Chicago. William | 
H. Fraser, head of Ru-Ex, is also | 
advertising manager of Charm-| 
Kurl Company, St. Paul, whose 
account moved _ recently from 
OL&M to the Cohen agency. 


| 


AM EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


MUNTZ | 
MAKES - 
MOVIES 


MUNTI-SHORE PRODUCTIONS, 6425 HOLLYWOOD BvD 
ROLLT wooo Ad cave 


Jewelry Exhibits 
Boosted at Show 


New York—Buying interest was 
high at the annual trade exfosi- 


tion of the American National Re- | 


tail Jewelers Association, which 
was attended by more than 12,000 
members ,here last week. 
Jewelers this year had 285 ex- 
hibits to choose from, as com- 


pared with 249 last year. Dis- 
plays ranged from inexpensive 
costume jewelry to a _ $100,000 


Marquise diamond necklace, shown | 


by Harold Cohen, Inc. 
The industry expects more 
movements in jewelry above the 


$5,000 category in 1947, it was/|dent of Batten, Barton, Durstine 


pointed out, because of larger cor- 


;porate dividends and conversion 


of surplus cash into gems. 
Despite postwar downward 
| trends in business, a tenor of op- 
|timism for the future was voiced 
| by speakers at the meeting. 
| W. W. Schwab, chairman of the 
| Sewsiry Industry Publicity Board, 
estimated that 1947’s retail vol- 
ume will exceed $1,000,000,000, 
which will be under 1946 but 
|above that of 1945. 


‘HITCH YOUR COPY 
TO LOCAL STAR’ 

New YorK—To get more sales 
from their newspaper advertising, 
the American National Retail 
Jewelers Association was ad- 
| vised by John Caples, vice-presi- 


& Osborn, to tie copy in more ef- 


i 


fectively with local themes. 
Specifically, Mr. Caples urged: 
(1) Make your ads timely— 
get increased results by featuring 
Easter, Mother’s Day, Christmas, 
etc.; (2) localize your ads—use 
testimonials from local citizens, 
etc.; (3) advertise frequently; 
(4) feature well-known manufac- 
turers’ names; (5) use pictures 
of product; (6) make headlines 
select the right audience, with 
news if possible, and appeal 
to the reader’s self-interest; and 
(7) make the copy easy to under- 
stand, with specific information. 


Jeweler Names Agency 
Claudia Fishel, New York and 
Saratoga Springs jeweler, has ap- 
pointed Hanson, Gerber & Shaw 
Advertising Agency, New York. 


THE NEW YORKER goes to DALLAS, 


TEXAS 


a 


“LARGEST IN THE U.S.A.” is Texas language. This time it 
means a Dallas institution, the Texas State Fair, where the 
exhibits make you gasp at Texas prosperity. Throughout 
the Dallas-Fort Worth area, for example, prosperity is almost 
epidemic, and the most virulent cases are found among the 
1,623 families who get THE NEW YORKER each week. Our 
9,738 readers in the area are violently prosperous. 
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WHEN YOU ASK FOR GIN in Dall 


as, you’d better be explicit 


or somebody might deliver a cotton gin to your front door.’ 
Cotton-wise Dallas sends cotton gins all over the world. We 


reciprocate by sending THE NEW 


YORKER to Dallas because 


the first families there really cotton to our magazine. For 
instance, one out of every six of the affluent sponsors of the 
Dallas Symphony Orchestra gets THE NEW YORKER. 


. 


2° & 


o-SOGLOW 


ei 


Advertising Age, August 18, 194 T 


ABC Adds Abbott © 
and Costelloto 
Midweek Lineup — 


New YorK — Wednesday’s the 
day at ABC. 4 
Bud Abbott and Lou Costello,! 
through a co-op deal which prom- 
ises to bring them a very tidy 
weekly salary, have been added 
to the network’s already formid- 
able midweek lineup. Oct. 1 is 
the date for the comedians’ debut. 
The show will be heard at 9 p.m., 
EDT. 

R. J. Reynolds Tobacco Com- 
pany, sponsor of the funnymen 
for several years, dropped their 
NBC show at the end of the cur- 
rent season. Under their agree- 
ment with ABC for backing on af 
local basis, Abbott and Costello 
can make an estimated $17,000) 
weekly—if all 261 American affil- | 
iates sign the show. 

ABC, meanwhile, is equally 
happy over the prospect of what 
the combined talents of Abbott & 
Costello, Bing Crosby (Philco/ 
Corporation) and Henry Morgan | 
(Eversharp Company )—to be 
heard Wednesdays in that order | 
this fall—may do to a Hooper J 
report. 


Kaufman Named 
Research Head 


New YorK—General Foods Cor- 
poration has promoted Charles W. 
Kaufman from assistant manager — 
of research and development, a 7 
post he has held since 1945, to 7 
director of research. 
He will have direct responsibil- 
ity for the operation of GF’s cor- 
porate research program, which 
functions through a staff of 300 
persons at the central laboratories 
in Hoboken, and will also coordi- 
nate research activities carried 
out in other GF units. 
Mr. Kaufman joined General 
Foods as a project leader in the 
central laboratories in 1939, con- 
ducting fundamental and applied 
research in coconut, pectin, and 
fish products. He had formerly 
held research positions with Na- 
tional Fruit Products Company 
and National Canners Association. 


Book Club Offer Makes 
Hit with Brazilians 


An introductory campaign pre- 
pared by J. Walter Thompson 
Company’s Sao Paulo office for a 
Book-of-the-Month Club newly 
organized in Brazil by W. M. 
Jackson, Inc., along lines of simi- 
lar organizations in the U.S., drew 
more than 400 entries from Sao 
Paulo on the day following pub- 
lication of the first advertisement. 

In Rio de Janeiro more than 
2,000 members had joined in 10 
days, and requests for member- 
ship are still arriving at the rate 
of 200 daily, JWT reports. 


Appointed for Chicago 

Russell B. Smith, 612 N. Michi- 
gan Ave., has been appointed 
Chicago representative of Wood 
Construction & Building Material- 
ist, Xenia, O. 


STALIN’S WORST NIGHTMARE involves the Paddlefish, or 
Spoonbill Cat, found in streams near Dallas, and a com- 
petitor in the caviar business. Don’t worry, Uncle Joe, there 
are plenty of folks in Dallas who buy imported caviar. In 
the caviar set are found the directors of the Dallas National 
Bank, 38% of whom subscribe to THE NEW YORKER and 


NEVER A CROSS WORD (well, hardly ever) when Mama 
Dallas asks Papa Dallas for a wad of bills to spend. Dallas 
ranks in the three top cities for family purchasing power. 
Especially cluttered with finances are the charge customers 
of the renowned Neiman-Marcus emporium. Significantly, 
64% of those uninhibited chargers are NEW YORKER sub- 


Think of the 


buy f advertisers. i e s 
y from our advertisers scribers ... the people other people copy Drug EXECUTIVES Edition 
THE 
NEW YORKER WAGE 
\ Drug STORE MANAGERS 
No. 25 WEST 43rd STREET Edition of 
NEW YORK I8, N.Y. 


THE NATIONAL WEEKLY OF THE LEADERSHIP MARKET 


Dallas i 


CHAIN STORE AGE 
NG 


one of the 41 Primary Trading Areas in which 84% of the nation’s a ftreaget store business is transacted and in which The New Yorke 


- rs : r P once trate 
82% of tts United States circulation 
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DIMES, DIMES, DIMES... 

90,540. of them flooded the COMPANION’S offices in re- 
sponse to a recent booklet on child education. And still 
they pour in! But this type of action-packed response is 


not just a single incident of success, Foy the COMPANION 
Is now — 


WOMAN’S HOME 
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LAWMAKERS SAT UP... 


when aroused women readers of typical COMPANION Public 
Service Feature, “Get the Children Out of the Jails,” demanded 
that conditions be changed. Commented the Reader’s Digest in an 
unusual tribute: “This shocking expose has already helped bring 
about reform in New Hampshire, Maryland and New York.” 


Results like this make the COMPANION’s Public Service Program the 
foremost in the woman’s magazine field. But that’s just one of the 
reasons why the COMPANION attracts the younger, alert, more influ- 
ential women. See what happens when COMPANION women get 
excited about a to-the-point Home Service Feature — 


OUT FRONT... 

Keep your eye on the COMPANION — for the first 6 
months of ’47, it took first in total Good Looks, Health, 
Amusements linage, second in Children, Home Furnish- 
ings — and it came through with the greatest percentage 
gain in editorial linage among the four women’s service 
magazines. Also — : 


Average Monthly Circulation More Than 3,700,000 


PiLitt 
IT GOES WHERE THE DOLLARS ARE! 
— to the choicest cut of America’s women magazine read- 
ers. The COMPANION has a greater percentage of its 
circulation in the 24 states that lead the country in in- 
come (89.45% of total) and in retail sales (83.19%) — 
than any other women’s service magazine! 


COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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Xenon Outshines 
Sun; May Change 
Color Photography 


New YorK—A new light, labeled 
“Xenon,” and said to be six times 
as strong as sunlight, has been 
put to work in the New York 
studios of Commercial Illustrators, 
atop the Hotel Shelton. 

The Xenon light was developed 
by Dr. Harold Edgerton, assisted 
by Charles Wychoff, of M. I. T., 
and is the outgrowth of lights de- 
veloped during the war for night 
aerial photography. 

With the use of the phenom- 
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enally powerful light, Commercial 
Illustrators says, it is now possible 
to take outdoor color photography 
indoors, with much greater sharp- 
ness of detail and truer fidelity 
to color. Whereas outdoor color 
photography is usually limited to 
work between the hours of 10 and 
3 and to the vagaries of the 
weather, such limitations disap- 
pear with Xenon, which is not 
only available for use whenever 
desired, but also provides a con- 
stant light, while sunlight is said 
to change from blue in the morn- 
ing to red in the afternoon. At 
20 feet from the subject, it is 
rated as six times as powerful as 
the sun. 


Tube Provides Cold Light 


Xenon is a cold light, which 
makes it particularly pleasant to 
work under and also makes it 
extremely valuable for food pho- 
tography, where the problem of 
melting, wilting and ‘sagging 
under hot lights is difficult to 
handle. 

The light is a glass tube three- 


quarters inch in diameter and 40 
inches long, mounted on a large 
boom. The power that makes the 
flash is stepped up from 110 volts 
to about 4,000, and the intense 
flash that results when the button 
is pushed lasts only one five- 
hundredth of a second but is of 
4,800,000 instantaneous watt in- 
tensity. The tubes have a life of 
only 10 seconds, but since the 
light can be flashed something 
like 5,000 times in those 10 sec- 
onds, they are relatively eco- 
nomical. 

Only two such lights are re- 
ported in existence, with Com- 
mercial Illustrators having the 
only one used for commercial 
studio work. 


Sutherland Promoted 


R. D. Sutherland, formerly man- 
ager of the eastern district, has 
been appointed assistant general 
sales manager of the radio and 
appliance division of Rogers Ma- 
jestic and De Forest Radio, To- 
ronto. His headquarters will be 
in Leaside, Ont. 


Meat Institute 
Wins Major Award 
for Industry Work 


WASHINGTON — Trade promotion 
and public relations work of the 
American Meat Institute was 
cited by the U. S. Chamber of 
Commerce last week in presenting 
the annual John N. Van Der Vries 
awards for “outstanding public 
service to communities and in- 
dustries.” 

The Meat Institute’s program 
won first award among large trade 
associations. First award for 
small trade associations went to 
the Chicago Association of To- 
bacco Distributors, in recognition 
of its promotion of market re-' 
search. 

Other award winners among 
large trade associations were: 
Second place, the Agricultural, 
Insecticide and Fungicide Asso- 
ciation, New York, for its success 
in obtaining revision and stand- 
ardization of state laws affecting 
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Men burrowed 1!/2 miles straight down in the Robinson Deep — where 


African gold comes hot. 


GOLD 


But glistening backs and hard-drawn breath got relief when a 


Carrier air conditioning installation went down to cool things off. 
This is Carrier at work. Our client, Carrier Corporation, created 
r conditioning 45 years ago. Today, in vast auditoriums, the Bank 

of China, Peruvian offices, on Grace liners, and where the United 

States Senate >ets in session, Carrier makes new weather. Its oval 


seal is famous, too, on refrigeration and industrial heating units. 


N. W. AYER 


& SON, INC. 


Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu, London 


ISLAND DISPLAY—This five-foot dis- 
play was designed and produced for 
F-M Food Products Co., Milwaukee, by 
its agency, Jim Baker & Associates. 
Nursery characters tie in with charac- 
ters on the Kiddie Kookie carton. 


the sale of industry products; 
third prize, the Folding Paper Box 
Association for a program of bet- 
ter employe-employer relations. 

Second prize for small trade 
associations went to the Midwest 
Feed Manufacturers Association, 
Kansas City, for an employe-em- 
ployer relations program, and third 
prize to the Linen Supply Asso- 
ciation of America, Chicago, for 
a program of service to linen sup- 
pliers. 

Awards in the large Chamber of 
Commerce class went to the 
Chambers of San Diego, Indian- 
apolis and St. Joseph, Mo.; for 


small chambers, to Ames, Ia., 
McAllen, Tex., and Huntington, 
W. Va. 


2 Name House & Leland 


House & Leland Advertising 
Agency, Portland, Ore., has been 
appointed to handle the account 
of Powder Power Tool Corpora- 
tion, Portland, maker of a new 
Drive-It powder-powered indus- 
trial tool, and the joint campaign 
in the Northwest of Pacific Trail- 
ways, Bend, Ore., and West Coast 
Trailways, San Francisco. 


Cunningham Appointed 

James J. Cunningham, formerly 
sales manager for White Rock 
| Bottlers Company of Los Angeles, 
| a division of the White Rock Cor- 
poration, New York, has been ap- 
pointed Pacific division manager 
of the corporation, in charge of 
operations for the entire Pacific 
Coast. 


Nelson Joins Coleman 


Paul R. Nelson, formerly a part- 
ner in P. H. Morris & Associates, 
has joined Harry Coleman & Co., 
Chicago public relations firm, as 
account executive. 


DEALERS WANT ’ 
the information you 
catalog pages Penge: 
ul or the va 
3 joanny 


_ DEALERS’ D 
ISSUE OF BU 
«SUPPLY 
.. (Closing October 1st) 


ed Sy na a 3 Sap? ;. = s - x ao 1 eae Boe a ie: a lp ee oS ae BA wn em ors “ othe cial aaa os Q y re 5% : OS bare : ee 7, CA Gee eae = sh -. 5 ‘ : 
ear ; ~~ : i " 
= StiLDe 7 ¢ r ¢ . > a7] g 1] D, 2 a i 
“i nats eats tc 3 mreiniiateets 
, aoe ‘apeiaeaestcessteranes 
, ee Beta 
| Brvcsisscscretersncctssnerteraee 
SRR Soe 
ty! | Breet 
i anty in | Bech arene th eee 
e Kiddie . | Beat 
DURES ; Saas 
| Bes 
Rag , Si aoc 
aed Tesi, Be. Eee 
Pe a Be " . me eS 
“ Bux 4 Boies ene 
. flAvoR/ Bare |) 
‘ im 2. gat <> = : H vee 
: | ® , ae} eieeoeenes 
{ P om 2 COORD 
< £2 od : tee een hee 
r od Vie, > ¥ 5 See ak 
' . a" Fee se Brssccncs 
‘ oe, , ; H Sota 
| C ; as 2 aa a Pipe 
Se 4 ow E BOS 
| OY ee Bae 
ia — ge oa | es : 
= — ae f *, ee Eases 
ee FS at al ~~ a Bianca 
| SO ieee S Sas 
i Qe SFM . ee oy i , aaa 
wh on ee ., =e 2 eee 
i a ee Rey ~~ | Shen Re, Sea 
‘ , cage % er | De) Sees Sissies 
i Oe » Siar or: PASS Lae 
} Mey” Ses a wa Be EN 
j a Kiddie & { Resins R 
‘ey : Milk (RRS BBB SBE: 
— ai a io ee Arak ae? cag a Brno 
‘ e at 5 . Boissons 
eats i 4 ag./1e)0US ar nate Rs 
| | By A000 ae Bs 
— eee. ee eee | Tasik ve " —- | Berean 
| ~ ; isi . \e mee : eee 
BY : Mn Se fe : aaammea 
, te Bary "IM :, Sees 
ak. ie @ =cgoereammmnans 
, } Pa ap ; i Pager 
j ai ~ oe i! ee esscncnnacny 
\ ; ; .. ; i te Beir 
* e. Saget Bs 
L | | 7 Le ae 230? eee 
a |hUre CARES Pete 
rte Cm ee 
AY - ye Kiddie 48 a Se eas 
.— OT eae Ul 
- co ee? 5 es 
| ' a . = COP ay panna 
k Bec) / ee et ' Hines 
Bs Pd ai § ) Se <i Mircea 
a ye) 4 oa: 4 ae ee SS 
} mm rs ft ee gies a : Ses mn 
— ee : ati wits 1 piensa 
Te eee snevnesamaeaeae Post v te ES Es 
‘ ~ : ; oh Seat af sierra 
. ‘ er . $ a ge se es bettas teense 
baal | aa PI ee oh ae. Sitiowsseseesoe 
‘ a4 TOE ie “es Soomnanans 
, eas Vee 8 oak , oes 
, : bp : aa 
: . eaesee ices 
: ae is ey Picea 
~_" ES cs —s_ 
é i cee ae iti ‘ F veep ey aaa . wate Biter 
ig Rs thie “6 WA AS | Reese. 
ee sans cs . oe fe ae he ae tren if } Rinses aes 
ee. Oe Se rl Gale pg Se eee agit , Reghenncnsnca 
Nitin ie yi Sa % A" N Darert: ck). Seeds Ragusa 
ae) Ry ee ot ee at chet Ps ee (4 AZzd = eee sk Sa os q Ronni 
ee ea ein Se at Ae ea sd Sd sc, “ae pee 5 oak a te Rs ulna Re” . ¢ Sie eee gsi gees 
hy ae ee NBS eee aa 1. dee ES IOP a he eee! tae - Eto a Pg doe es 
‘ , Me Re ay : AE ee, 2, ise : wert S eS. es ee eee ame Boe. Bee eee 
; : % 3 SEs ONE Soe Sis eds @ Seva 
“ ¥ ? Be as To Be ad 
| aS aac 
2 eee i ‘ 2 |) BOs cae 
3 oi ha ee ey ei ee ae MT aR See ON Sen Se eee ‘ Mee eS Se pte oe eee ois he . aaa sameeren mei (Ber 
ee ar ee ee Sa ee eerie Oe ae pane ys Miia 8k ar ae Re ae : Piece 
’ , a a <: ae ae o ater : ee MT eg My, MERA eau Re (ss Rd Ree ae. ge Soares Ss 
é ae Se faite ay sea ke tere Pe eae ee te pee TE ES 5, +a Tr ea ea ae Vee natn we eat ae ni <tt in } Saas gi 
et oer < BN et ee ‘ is es oS ae ae ee See erg Me 3 iiaans aie, 
: gee ne : see, ee Fo OR . Po eas a tte ces SSSR? Seasons 
Pet es el ; sae : e ng : 2 DMs Se ae . ae eae c WI 
ae oe) ea 3 eer i satis BE Sate va 7 sggee 0" & ee ee & FZ ee = 
ee ee 5 = ER Ses OE a pe eS Mors Ee ghee 1 AeSe Ss 
| : eee : bak Peace ae ae Bee “ee ere my po aS ee oo! AR Ts ee eee phonconethessiess 
Mee a AN eet > eee YS ck. ee a are oe is: ee es ye ks oa 5 mmr ape) <a RRR SS ob Seas eopeenaners 
oS OE St cade : : sans PES Gis ae Sean : whee eS ee uae Bx eee Summa % ay BO Rhee es Gare a Sc Ra ok ae ee 3 Pee 
eee op eS oe Pe Re ee eg Be Bae La sg ee nS es eae Roe pee Che he eae : Bape c 
Vite rumen ertecese sy. ye Ba ej 8 RS RR OLE ERS | A RR CO ee at SOE Sete Os py kN Ma Rae. SA ne a ee SS ps aoe | | Baer cat 
Fel” SER hae Ree Ger ers Pee om Se ae 0 Sage es eee eee Te cahe , a Ae age ORS PR ae oh gee 2 aie % et =: | BE a ae 
£4 "ea dae ee FOR LEO Oe Peis. Ok as tht ee ie ve —— ree RoR eee ; Rs é ee om Patni 
Ne ee ae es ‘ i. bec wee ee Fe tS it i eee a Ge . 6 eee a, |) See Sistas 
; ie. om ; Fe ae nae eager : tp ORO A S 7 ish eae | ‘cea 
Bi ee é 2 CORR ac) ia eames pole Oa aes ee Bi ee ae Kee Pe 6 ea ee , see ee 
Sac aaa Se. eS Bee ete ae ge ee POR A oe aes ee eg ike ae sae es: } ee 
ES Pee oe it ¢ bik ee puck Chuan ey en eae ee eG ee Boe : : 5 Re eae ee Rake Scans 
; ete a ‘ Rex eg se pak % ota a bah ee reeks Toe cea rae ye oa co i Fs os 4 ‘ & Be ee oe) ee cage: ms ss 
: ; a. cee ee TO! ee Oe are : es : <a ee «Ei < 4 ° ee 
: ; PON Piel BOO oa aig , ree CSTE rR : Bie all ms Tein Ro 4 |) RRR 
pees : % Le quere S are . i noe pe gel ae eer Pa i, a ates a pect oe | PE OR napa 
: : % Se Re Aha aE oo ae ee Be eS, eka oa Suit tet ES aka fe Se ee Be ke Bic emer Oy anemia SE | | BRR & Seas 
ay Be SSS. oe a Tg Oe Sp a ae REIS se a. Sige NS ; ; a Ae ae ioe m, gs Seine 73. Saas 
oe 3 Ret as eye aimee ; ie re ee ss eee : OB igs Oe ce ee iy ee te De eee Mgt aie ae mies oot 
Mi Gs ; ORES ee Oye eras a : : a Te re er ee ae eiegare  e ee be cog. he: ee ae saat 
ee a : ee ROO ae os et a ee eine: saat oa Ra Hee ae ed BO a, A RR OT eRe ee oo ee Ee ees Me eee. Seca ate 
oe — ASEM eae eee ee i we eo Ae ee pees ge EE ee ee cio eee 
ped. oe : be A eee “ER ee ‘9 eee ee ee Nae ae Wit eee ee: Oe a aes ie ie sa eae oe Bee Se 
pa Nes a. MOS Se WAS DT cee onesie a : pa Se ‘S ee 
Sees nee ee: Rees es eo se =< i ee Pe me a oS ee : soe ee | pe es 
i i a eas Ok RAO cas a ali We te ARES kl : Petr a coe ae PES gc 
“i : Se ees Renae Ro as ‘ * eget ae a Se Seok eee a Soo 
: ne ; ay ee a oi ‘ Senge oe, 2 ee Pagers 
F - et ; be > gare ek - z mag ; 7 . ; é | 3 a se os ss 
i 4 ck sas Bok emer sal ee nos Ries Mee ae FC TC aa es aes od SS : ae es oe is i es 
SP ae RR Be, Oe oe ae pages eS Bee a A. 3 seen ee Re 3 eRe a ae eaaceyie ge gee Bae Sater ‘ Beatie tetctctdrorecnt etter 
ee ee ee ee oe ee es ho ee Se re Le os ae eos ove ; cco 
‘ Cogs be “ Petes: abate van ste OR RES: gaan % Aceh Meco ™ es Cae pe i RR ee 
ah sass He ati iad pee fk OE os RR ar PO RE Oe Ce ee ae, Aa aa 
oe Aik URE fs naar a: eigen id es sige Cao as ee ees one 2h ae Factees ae Ds BO ee Ee ee Ne % Pos : ss es 
ee ee ae ee On ce ee 8 a ea ee et ee Ne eg ee. ee 
i i ee ee a et ee - | 
Ss i SC ea rk Reh. Sas PN eet ae EO EC SERRE ON MRE ers SA ot ee gee * ea edaaeae et} aM oe PO Ey © aa: Ste EE SECM j pets sratetotenenenas 
; eae ae ee Eto Liat % ee a Se i a eR PES ark ae alg ae Pe ae ee ee ; ae 
: ; a Mee a oe Pree se PO Ee hae ie tee ee bE he OY PORE ei Reale CONE Be aaa Bea = PO SE 
oes ‘9 ; : “a is Soe Siac ee CS RES OEP OD SDE Sale a ee aE ’ sake re 4 3 Fe ir jp RPOR . 8 2 3 ein icw 
Fes. ec: ee = ee BE RS a eee PIE al i eo iiss mee 
a : eS le f ye es 4 dd gs he : ek BS ee =. ae 
x: Pe es *s oan ses Se. Lg Ree . Z teat Patines rere ree Seo. ese £ BR SRR ha Kee ae Ree e picts 
rae ae eo eee op re bat hte Regs Ao RON Sn” TN RR gum dag ae ME Cae iee hms A " Bae a 2)" Ee ae aoe le B Bes soa 
Pi oe ae tae Lie - ee eae hs TE ee Cee eras On pede, OS RR ae ae a try he bap «nt Ae ae | Be 
a: iy ee Lig. Shin soy eee Pech Oe a Po ee ec: 
Pa eee es OS PULLEY. aaa ee * 4 ‘tee \ pes OD Ne RM tig sip # Reais Ba cer ae | Be ees 
eC att 1 Rea Boake ihe Saas <a go 7 ~ . : 3 . Ly eis a Ce de eas 5 ai % 3 CR DR Sa eS 
‘ ee oe a OER Re ao! - j 4 : y Ve e eck a ce ee ag Poet age } Shier 
? Be, as ; oe ites = “- 5 ~y Be ee Se ea ; paste camer ees Pisa 
ae : 4 i a As 3 oe, yi be Oe been ae ony ts pr: 
a ae 3 m R - é hte ii. i — Pe cs geek oe © ee SEER soa te 
‘ ee: : :  _———ae Se Fea ; Cae | Pa | ee wig ite # Bie oe 
i a eke Pte ee ms ‘ Whip = . : oS eer sy ee ee oe We ee Ea Rie 
7 Be i CONROE eit ie a a ee : es ee ¥ . iF) ae ioe ae sie Boca Ve See } eee Sie 
Pe ae ee eee Ok mr FS +.) Rog eee es a iis, Boe a 
ie Ret eae ee EA rote es; F \ * ‘i F ee sf 4 ‘ ig he eo SR RS 
5 pe ee os N eS or ey - bt s ee ig: eae ; inte 
‘s Nw se = ara foe } Ph and 4 : ; 4 oe ig tags Se : y # sea eee ee 
; i eas : ao RRO Oe ea. fi eis _ ee ers - 4 aloe Se | Se ie 
sis Pita eke oe re. ene Ce “Sa ‘ il a ea _ ; i eee ee ogee ap ee ae eee s- aa 
6 \ oa ae > ff a W BORO bo PE BOS, | oe See 
ce a ao “ ——— a |) SOS ig See eae ae See 
$3 ESS ‘ fe as ee : oes pase onal Fae: - ee cee SS iota FE inst EGS Sy ies ees 
: oe : 4 we a a ed . ae -— os (J = Sts os Vee wee e ia 
ie a by arts Na bees LS - ae “4 &e ‘ i ie ¥ aS 4 : : Es see 
; : ee . ~ . j ee Re Sees Soe ee fe, So RRS 9 
c , heey : a ° A ; - eee : Med secs ger ke Meg f 
S , ae SM >. a F as. << See 4 Be ee eget 
: Sol Wee AY & Be ae ee, te & oe aR § 
s x a e - x Pd | me } ty { ae . : sual: 5 hae pa ee 
iat : . : —_ i “si te Bo on * “es Aare pe ae aS Be irs 
‘ais . Re pM Ree ——- ; ee ae # bore tach ets ' 2: eae 
a es - eo eee Se ae ' WP's ft —— ; vi, Ss OS al | aes 
‘x sit Si, RR bye eo « i I § , : | 1 ae ; oes ee ee he i bs Bes 
ee Jae: RS : Be nile “Aa NS = ey *, N i 8a ae ote Sa Re 2 : ae es 
en OS 6 a see eee os ee ee eae see # ries ‘ - : : aaa 
fe Sg Bae VW Seratee Be oot A ee i ge oe eae i fe eee, cll he 4 aa 
a ar eae * as Va ee ck OSyeeee a OS soem CRietor * gp ie a ir ae Re Sat ee i aa ee 
if 2 s Ae et . 5 ee a Roe es ee ees ak.) Be RON de ele. we Pecan 
ae a ar ie ates eR a Se eran: iiihg aes” : Peer ge ek nF i | ec 
4 oe ete : sii eae ae Pe ir ce NGS 5 as ; Mee ES. : ae 
a < Bh ae ners gc ¢ Boe F : ee eR 
é * eee ie :; ee. wre a ee j rR ye es 
a ‘tte i aes tee, ee og Sere bee ee he er Oe 
ache , | FRE 
/ ; a S eres 
- Ce ae Sie 
7 ge 
| Se 
} oS aaa 
; | i: Re 
se > Sota 
eS etets 
——$—$—$—$K$KL Bests 
| se 
Zz ' Bess 
ZA 4s = 
—_ = | << ADVERTISING Bt 
AGENCY _ 
= “iv Se. aaa 
eee ‘Pe EXECUTIVE: [a 
= & ‘ a ee 
3 ed ae 
S | me 
a | Es ies 
- 4 ae 
}\S ES Sees 
ats | se 
| | 1s = 
| | “ ae 
- BS\ =< | i 
| | 4 Seats 
| ~ : eee 
“" &)\ ; 1 ae 
Se ee > ae 
& 2 
oS as 
rs i 
& Soa 
ee BS ‘i 
: = , ae ee 
| S : Be 
; eee wv 
| 
4 } “4. 
7 ~ > : . : : F = s - : A i é } < + 
“ dl + ey eae c ae a . a 7 a i he, i 4 i ‘ 
: =A ; # . Fe f me ; : a, te ; A ‘ 


ORITE OF TH. 


. 
@= ADVERTISING AGE 


PUBLICATION 
B PUBLICATION 
$5,554 


D 
LINES PUBLICATION 73,325 


C LINES 
55,090 


LINES 


mm) FARM PAPERS/ 


PUBLICATION 


The farm papers know how to cultivate the advertising field as well as their readers know 
how to cultivate the nation’s crops. They know that the facts about their publications, 
planted deeply by Advertising Age, will result in a harvest of space orders. And so, 26 


of the leading national and regional farm papers placed 120,246 lines of advertising in 


Advertising Age in 1946—over 40% more than they put in the second general advertising 


publication! This was a 50% increase over 1945, a 67° increase over 1944, a 142% in- 


crease over 1943, and a 239% increase over 1942! 'That’s why we say Advertising Age 


is the favorite of the farm papers! 


CONSISTENTLY THE FAVORITE! 


Consistently, year after year, ai! major classifica- 
tions of media advertisers have made Advertising 
Age their first choice, placing a greater linage 
of advertising in its columns, than in any other 
general advertising publication. They have done 
so because they know that every Monday morn- 
ing all over America, top agency and advertiser 
executives turn to Advertising Age for the news 
of their business. Every reader-preference study 


made in recent years—over 20 consecutive studies 
—has had the same result . 
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. . Advertising Age 
in first place. Consistently first with its readers 
as well as with advertisers, Advertising Age has 
become recognized as “The World's Number One 


Promotion Medium for Advertising Media and 
Services." 
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FARM PAPER 
ADVERTISERS IN 
ADVERTISING AGE, 
1946 


Agricultural Leaders Digest 

Better Farming Methods 

*Better Fruit 

Capper's Farmer 

*Capper's Weekly 

*Cattleman 

*Corn Belt Farm Dailies 

Country Gentleman 

*Electricity on the Farm 

Farm Journal 

Farm & Ranch 

Golden Crescent Farm Trio 

Hoard's Dairyman 

Kansas City Star (Weekly) 

Kansas Farmer 

Midwest Farm Paper Unit 

Missouri Ruralist 

*Nebraska Farmer 

New England Homestead 

Poultry Tribune 

Prairie Farmer 

Progressive Farmer 

Southern Agriculturist 

Successful Farmer 

Wallace's Farmer 

Wisconsin Agriculturist & 
Farmer 


*Exclusive in Advertising Age. 


Ndvertisin Age 


THE NATIONAL NEWSPAPER OF MARKETING 


100 E. OHIO ST., CHICAGO 11 


¢ 330 W. 42ND ST., NEW YORK 18 
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The Top “Hoosieratings” 
Go to Live Talent Shows 


When it comes to radio listening in Hoosierland, the shows that 
earn the greatest ovations—and the most impressive sales results 
—are the programs planned, written, played and produced by 
the live talent staff at WI BC. For not only does Indianapolis’ 
fastest growing radio station have the largest live talent staff in 
town, but the faces on the towering WI BC totem pole are the 
most familiar and most favored in Indiana radio. So to send 
Indiana sales soaring, ask your John Blair Man for full details 
on WIBC live talent shows—either ready-made, or specially 
tailored to flatter your product's sales physique. 


1070 KC 
5000 WATTS 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


The INDIANAPOLIS NEWS Station 


..in INDIANAPOLIS 
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BASIC MUTUAL 


2/3 of Collegians 
See Ads in School 
Paper, NAS Says 


New YorK—The average adver- 
tisement in college newspapers is 
jread by 69% of all college men 


/and 61% of all college women 
|readers of the paper, National 
| Advertising Service, advertising 


| representative for college newspa- 
| pers, reports in “A Survey of Col- 
| lege Newspaper Advertising Read- 
ership,” just published. 

| The survey explores the read- 
| ership of 88 national advertise- 
/ments in 20 issues of 19 different 
college newspapers, and tabulates 
the responses of 601 college men 
and 317 college women. The 
smallest number of interviews 
from any college was 22, largest 
was 55. Tabulation was made by 
Barnard & Co., New York. 

The survey was conducted 
simultaneously at the 19 colleges, 
and each of the college issues sur- 
veyed contained from one to 12 


reaches more than 


MERICAN BUILDER 
90,000 SUBSCRIBERS 


Contractors - Builders - Wholesalers - Dealers 


The Largest ABC Circulation in the 
Building Industry at the Lowest Cost per Thousand 


American Builder, with more than 80,000 net paid 


subscribers, offers the largest circulation in 


reader. 


lumber dealers. 


thousand — $7.50 per thousand, or 


the building industry. at the lowest cost per 


%¢ per 


American Builder reaches the largest group 
of worth-while builders, contractors and 


their suppliers — the wholesalers and retail 


a=OR ROMPER TRADE—Tone Products 
Corp., New York, is making available 
to distributors this Merry-Go-Sound 
floor merchandiser, which contains a 
phonograph and record albums. 


national advertisements, with an 
average of 4.4. National Adver- 
tising Service reports the tech- 
nique used was that which Dr. 
George Gallup invented for his 
studies of newspaper advertising 
readership, and adds that the sur- 
vey was conducted in the same 
manner as the Continuing Study 
of Newspaper Readership of the 
Advertising Research Foundation. 
In colleges presenting advertising 
courses, the faculty in these 
courses supervised the survey. 

The report shows readership by 
men and women according to 
product classification and size of 
advertisements. The median size 
of ads studied was 196 lines. The 
study is available to advertisers 
and agencies from NAS, 420 Madi- 
son Ave. 


Operating Costs 
Cut CBS Profits 


Net income for Columbia 
Broadcasting System and_  sub- 
sidiary companies for the first 
six months of 1947 amounted to 
$2,919,507, as compared to $3,- 
200,716 for the first six months 
of last year. Although gross in- 
come in 1947 from sale of facili- 
ties, talent, lines, records, etc., was 
up, amounting to $51,411,368 as 
compared to last year’s $46,582,- 
052 for the same period, operat- 
ing expenses were also up: $33,- 
686,925 as compared to $28,598,- 
273 for the first six months of 
last year. 


Smoller Promoted 


Louis Smoller, with Apparel 
Arts, Chicago, for six years as a 
member of the advertising sales 
staff, has been appointed western 
advertising manager, in charge of 
advertising in Chicago, the Mid- 
west and the West Coast. 


Offers Display Ideas 


Bigelow - Sanford Carpet Com- 
pany, New York, has prepared a 
portfolio, “Bigelow Weavers’ Car- 
pet and Rug Display Ideas,’ for 
distribution to its dealers. The 
portfolio contains illustrations and 
instructions for displaying Bige- 
low carpet. 


SELL 
FOOD 
PRODUCTS 


to GROCERY and 
SUPER-MARKET 
chains through 


CHAIN STORE AGE 


"Grocery EXECUTIVES Edition 


Grocery STORE MANAGERS Edition 


Total circulation 


31,000 


IS 


YYBNGIGICICIVESESEIYESESESCSCNSESESESN 


a7 . - a fe Zee taper - aay Ss LS vay y = hiv} ee . 
10 tak ee ™ Advertising Age, August 18, 1947. 
as a ieee 
| | it I 
| | si rE mn 2 
oes : ttoat hs bieoht 4 : é a 4 : 
| 
: 
‘ at | bs 
| ‘a ‘ 
| 
ee y 
es | 
ee 
: ! 
$A 
= | 
- = | 
| So __ —— copie | ; 
j ’ | : 
: ! 
| 
| 
: | eX 
F | . ©: 
| . 
| 
: | 
| === SSS | 
PP = . me | 
YAN, wha // | | 
CU Te fl o # | 
; f- -3Ght PE= .- 3 She Ss a \ ae Dee 
: 4 | mal Be bel PRY, ry a. me P| 
: ? |. Ys aie 
4 ” AWERITAN ©: Ss 
a 
a WORLTS HENNEY 
ae, | fea 8 ie’ | : — ees 
{ us in : ro > ase SS 2. 
: , ~ E 7 > ee ’ 
ZA! a= | ; 
Ps — — se a | 
cae © —< 
| Qa 
; = ae \": ZA ~A\ = .UCOtC~Cti‘CO™OC:w«;«W | 
7 | . =" \, ne YS ——_—— | : 
u ‘ oe — ae 
we i a r yor ae is oe % & es oo hee B ; ‘ ee : Cs : ry age “INA ee 
( ~~ A SIMMONS-BOARDMAN PUBLICATION [iam 
a 4 es Sai oe ee Pe 5 tig Nat tela Eh ga Sse ghee * payee 4 z a Da, vattee 
| Me ios Wash xbAeE Fe SO 3, ILL. - 30 CHURCH ST., NEW YORK 7, N.Y. — se 
ve _——————— TT 
q = -_ 


a ee 


oamraoanxs M2 1 Wns 


Me eg 
3 ie 
a . 


SVBVEINGIEMVENENE CIYZIYGINIECSESGSCGIGSNCSCSICNES) 


Member: AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; 


VCNCICNV SCSI IVI ICICI ICI ICSI ICICI ICIGNSG ICING 


—-= 


“and he tried to take The Inquirer 
with him in the morning !” 
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PHILADELPHIA WOMEN INSIST ON THE INQUIRER 


TO PLAN THEIR SHOPPING 


ee 


no kaa ’ ee a 


LI 5 
ae 


Ree a aes It’s accepted knowledge in Philadelphia today that 
Oe ee — Philadelphia Prefers The Inquirer. Women, par- 
ticularly, like this great family newspaper. They 
find it filled with features that inform, aid, enter- 
tain and amuse them... as well as clear, fair cover- 
age of news. Out of this preference has grown a 
deep-rooted loyalty that puts The Inquirer first in 
advertising linage. For advertisers have recognized 


The Inquirer’s superior results. 


TELL IT IN THE MORNING...TELL IT IN 


Che Philadelphia Mnguirer 


National Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 


METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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A Little More 


The “Appraisal of Copy Re-, 
search,” published by a com-| 
mittee of the Copy Research 
Council, which was reviewed in 
ADVERTISING AGE July 7, has 
finally come from the _ printer, 
after some delays. 

The hundred or so readers of 
ADVERTISING AGE who have re-| 
quested copies as a result of that 
review now have them. We sus- 
pect that they will be somewhat 
disappointed, as we were upon 
first reading the pamphlet. 

The 36 topflight research ad 


copy men who comprise the Copy 
Research Council seem, on first | 
glance, to have labored long and 
hard for very little. Not that) 
what they say in their pamphlet | 
doesn’t make sense. Their poll of | 
their own membership in an at- 
tempt to appraise the usefulness 
and validity of five types of copy 
research is sound and valid. But 
it presents no opinions which will 
startle anyone, and above all, it 
does not go far enough. 
One suspects, hopefully, that 
the exclusive Copy Research 
Council is really a stalking horse 
for more extensive and intensive 


It's About Time Department 


heat-seared lips curled in, 


Our 
scorn last week when we read a 
newspaper press release quoting 
T. H. Keating, general sales man- 
ager of Chevrolet, as announcing 
that a prewar “bootleg” clause, 
penalizing dealers who sell Chev- 
rolet equipment for resale to any- 
one but other Chevrolet dealers, 
has been reinstated. We imagine 
that many other lips curled even 
more scornfully when Mr. Keat- 
ing declaimed that Chevrolet and 
its 6,200 direct dealers are “‘wag- 
ing a continuous and relentless 
campaign to prevent new cars 
from entering the so-called black 
markets of the used car lots.” 

If Chevrolet or any other motor 
car manufacturer has been wag- 
ing a and relentless 
war against the diversion of new 
cars from what are supposed to be 
legitimate channels, the public 
can only conclude that this is the 


continuous 


most pitifully inept war ever 
waged by anyone. 

The plain fact is that only a 
tiny fraction of new cars have 
been delivered on a strictly first- 
come, first-served basis, without 
shenanigans involving disgrace- 
fully low trade-in allowances, 


'ship of the Copy Research Council. 
the initial appearance in public of | 


|light that experience and intelli- 
| gence can bring to bear on it. 


Light, Please 


discourses on copy research. 

There are, fortunately, hopeful 
signs that the council does not ex- 
pect to stop with what Gerald H. 
Carson, its president, himself de- 
scribes as “only a summary of 
opinion.” It is the belief of sev- 
eral members, he says, “‘that to be 
directly effectual as a guide, it 
should define the methods dis- 
cussed, document the arguments 
made for and against each one, 
and specify the type of advertis- 
ing to which each seems most ef- 
fectively applicable.” 

Unless we are mistaken, at least 
one member of the Copy Research 
Council — William B. Ricketts of 
the Ayer Foundation—has been 
working along exactly those lines 
for several years. We hope that 
Mr. Ricketts’ detailed analysis of 
the functions and limitations of 
various types of copy testing will 
be made available before long, as 
well as other and more detailed 
discussions emanating directly 
from the distinguished member- 


The subject is of primary im- 
portance. The field needs all the 


secured without charge from com- 
panies sponsoring them, or through 


executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
Til. 


No. 2848. 


This brochure tells all about the 
American Family Magazine, which 
will be distributed by member 
stores of the Independent Grocers 
Alliance, starting with the Novem- 
ber issue. Background, service 


ductions of typical pages, circula- 


More About Mor 


Wilson & Co. has been proudly | 
circulating the efforts of one C. E. | 
Huber, a salesman in the Jackson- | 
ville, Fla., branch. Mr. Huber 
took a Mor ad out of the May 
Ladies’ Home Journal, and, after 
showing it to each of his cus- 
tomers, had them sign it on the 
face. 

This so delighted Wilson that 
it sent around reprints showing 
the signed ad to its entire sales 
organization. Said Don Smith of 


under-table payments, overload- 
ing with every accessory in the 
catalog, and sundry other types of | 
skullduggery. The plain fact is, 
further, that a “used” car with 
perhaps 50 or 100 miles on it can | 
be picked up for immediate de- 
livery at any time from almost 
any used car dealer—at a price. 

The situation has been little 
short of scandalous, and it shows 
relatively few signs of getting bet- 
ter. It is particularly inexcus- 
able, we believe, because no group 
of manufacturers in any line 
wields such complete influence 
over its retail outlets, nor has such 
perfect ability to trace every 
product sale to the ultimate con- 
sumer. Until some one proves us 
wrong, we at least shall continue 
to believe that “bootlegging” of 
new could not on a 
widespread basis if manufacturers 
made real and intelligent efforts 
to stop it. 


cars occur 


In any other field, such a con- 
would probably have 
led to chaos. Even auto 
manufacturers, darlings of the 
public though they may be, can- 
not permit such conditions to ex- 
ist much longer. 
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the packer’s advertising and sales 


promotion department in a gen- | about swallowing down the wrong | yo. 9854 


eral letter: 

“This is one of the finest dem- 
onstrations of merchandising na- 
tional magazine advertising we 


have ever seen, and in addition to ler’s market is gone. Today we’ve 


proving Mr. Huber’s’. thorough 
coverage of his accounts, and his 
standing with them, it will un- 
doubtedly have a favorable effect 
on his sales of Mor and other 
Wilson & Co. products. . .” 

No other signed evidence that 
we recall excited such enthusiasm, 
provided you forget about Johnny 
Meyer’s signed expense accounts 
for Howard Hughes. 


Goodbye to ‘Love Dat. .’ 


positively no further mention will 
be made in this column about ad- 
vertisers and agencies who have 
craftily converted Wakeman’s 
“Love dat soap” to pocketbooks, 
handbags, toothpaste, etc. 

The dubious honor of being the 
last on the roll goes to Jim Hen- 
derson Advertising Agency, 
Greenville, S. C. For Texize 
Chemicals, the Greenville air was 
periodically rent with “Love that 
Cleaner, T-E-X-I-Z-E, Texize!” 


Ten spots a day on three stations, 
plus newspaper space. Next stop, 
Spartanburg. 


Errrrr ¢ 

They’re telling the story in 
agency circles about the time one 
of the larger agencies landed an 
account, and had a large celebra- 
tory dinner at which both the 
client and the agency congratu- 
lated each other on their per- 
spicacity. 

At the end of the dinner the 
agency’s Old Man got to his feet. 
He hadn’t worked on the presen- 
tation, and he wasn’t too familiar 
with the account, but an after- 
dinner speech he could deliver. 

“This is more than a_back- 


| slapping session,” he told the din- 
|ers seriously. 


“T want to tell you 
how we’re going to approach your 
problem. We're going to mer- 
chandise it. Monday morning. 
First thing. We’re going to get on 
those dealers’ tails and stir ’em 
up.” 

At this point, the agencyman 
nearest him was seized with vio- 
lent coughing. He throbbed and 


|shook, and somehow managed in 
|fussing with his napkin to write 
/on a card... 


‘NO DEALERS—SELL DIRECT.” 
The Old Man touched him so- 
licitously, murmured something 


throat, and returned to his speech 

with the same unconcern. 
“Yes,” said the Old Man, 

war is over. 


got to return to the prewar stand- 


ards of selling, etc.” 


Jottings 


Sam Abrams, a Brooklyn real- 
|tor, uses a different technique in 
“Flatbush— 
Live next door to Rocky Graziano, 
first floor vacant in lovely two- 


his classified ads: 


” 


family house... 
| Hugo Wagenseil 


phone number recently, 


Co., Newark, comes up with 


perfect understatement he found 
“People 
prefer natural reproduction.” .. . 

If it’s superlatives and intensi- 
fiers that stick in your typewrit- 
er’s delicate craw, you migh: read 
Service’s 
which 
the Washington company recently 


in Electronic Markets: 


N. I. Kobin Editorial 
“Thesaurus of Intensifiers,” 


issued. . . 


& Associates, 
Dayton agency, got a new tele- 
mailed 
This is by way of saying that out letters with a new ring at- 
' tached, inviting them to try it... 


Scout Tom Hall, of Mercready & 
q | No. 2856. 


are shown. 


No. 2849. 24 More Ways to Stump | 


the Experts. 


| Kimberly-Clark Corporation has 
| put its newest Levelcoat ad series, 
a quiz campaign, into booklet 
form, giving people in the adver- 
|tising business a chance to test 
|their word knowledge of paper 
and printing. 

No. 2850. Greater Kansas City 
Market Data. 

Station KCKN, Kansas City, 
Kan., offers, in this new folder, a 
coverage map and market data for 
counties and important cities. 


No. 2851. Tobacco Survey. 

Smoking habits and brand pref- 
erences are analyzed in this re- 
port of a direct mail survey of 
10,000 World War II veterans, 
made by American Legion Maga- 
zine. 


No. 2852. Toledo 


Market Map. 


The Toledo Blade’s new edition 
of its annual market map, 17x22 
inches, 2 colors, visualizes the To- 
ledo trading area, showing the 
number of families by counties; 
sales and farm data. Coverage of 
the Blade by towns and counties 
is portrayed. 


Blade 1947 


No. 2853. Do Your Advertising 
| Dollars Produce Results? 
| 


Cleaning & Laundry World, 
| which is installing the Quickmail 
|inquiry system, starting with its 
September issue, describes the 
method in this folder, and pro- 
| vides a circulation breakdown and 
| data on advertising rates and 
|closing date. 


PM Reader Survey. 


The newspaper PM has released 


ms survey showing readership re- 
The day of the sel- | Sponse, age and education, mari- 


|tal status and employment infor- 
|mation on its readers. 


| No. 2855. 1947-8 Advertising 
Buyers’ Guide to the $250,- 
000,000 Market. 

Sheet Metal Worker has issue’ 
this report on a subscriber sul 
vey, the tabulations of which shov 
what kind of business the shee 


metal shop handles, its scops 
where it is located and what 
buys. The booklet also contai! 


an analysis indicating the rangé 
of editorial material used bb) 
Sheet Metal Worker. 


The Tourist Court Mar- 
ket and How You Can Sell It 
Tourist Court Journal estimates 
| that today there are 360,000 rental 
units in tourist courts. This illus- 
trated brochure, issued by 
publication, analyzes the market, 
giving figures on types, construc- 
tion, repairs, 
tures, 
details. 


The following documents may be 


ADVERTISING AGE, by any national ~ 
advertiser or advertising agency ~ 
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Hotels Will Spend 
over $382,000,000 
on Rehabilitation 


Cuicaco—Eighty-eight per cent 
of America’s larger hotels (over 
i100 rooms) plan to launch re- 
habilitation programs totaling 
$382,000,000, according to a new 


Heinz to Push 
Sales of Canned 
Fruit Juice Line for individual servings. 


pany plans to 
line of canned pure fruit juices, 
selling at 10 and 15 cents per tin, 
and to merchandise them for use 
by drug stores, roadside restau- 
rants 
“pop” boxes. 
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fruit, grape, grapefruit, prune and ‘Cutter Laboratories, Berkeley, 

tomato juices. |Cal. Mr. Farischon has been with 
Heinz will emphasize that the|the news service since January, 

juices, being packed in tins, can | 1946. 

All will! be chilled quickly for serving, and 


carry the “57 Varieties” label. | that bottle returns are eliminated. 
PirtspurGH—H. J. Heinz Com-| Business paper advertisements | 


introduce a new | will introduce the line, and re- | Fgrischon Advanced 


tailers will be offered point-of- | ; 
sale displays and wall menus. Wendell J. Farischon has been 


The fruit juices will be packed |"@™Med news editor of the news 

’ : serv f Caterpillar Tractor 

in the actual growing areas, and Con aoe Ih : te 
. ’ Oo 9 P 9 * ee 

are to include apple juices, apri- Se ee ee ee a 


Jerry Reichart, who has become | iKNIT GOODS WEEKLY 


cot, blended orange and grape-| editor of employe publications of | ONE MADISON AVE. * NEW YORK 10, N.Y. 


In addition, Heinz will point out | 
|their merits to restaurants and 
hotels, since the juices, packed in | 
'5% ounce tins, can be used handily | 


B the HOSIERY industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


and those familiar iced | 


survey by Hotel Monthly. 

The 100-page study is divided 
into four sections, covering the re- 
furnishing, rehabilitation and re- 
pair of public rooms, food and 
beverage departments, guest rooms 
and engineering departments. In- 
formation was obtained from the 
hotel owner or manager in 200 
personal interviews conducted by 
c. C. Chapelle Company, Chi- 
cago and New York marketing 
consultant, in 45 cities and 17 
states. 

Of the $382,000,000 planned ex- 
penditure, the survey shows, guest 
rooms will get the largest share, 
or a potential $176,000,000. More 
than $100,000,000 will go to im- 
provement of engineering equip- 
ment, including air conditioning, 
elevators, laundry machinery and 
refrigeration. 


$40,000,000 for Food Departments | 


Food and beverage department | 
repairs are scheduled to get more 
than $40,000,000, largely for new | 
furnishings and kitchen equip- 
ment, and public rooms of hotels | 
more than | 
in carpets, furniture, | 
upholstering materials, lighting | 
fixtures, etc. 

The study indicates that the| 
furniture industry thus has a po-| 
tential $55,000,000 market at) 
hand, and carpet manufacturers 


m could sell some $60,000,000 of floor | 


coverings to a large percentage of 
the 3,994 hotels which have more | 
than 100 rooms. | 

All of the figures are based on 


prices during the 1939-41 period, | f 


and the estimates are therefore | 
considered conservative. The po-| 
tential market indicated by the | 
report covers a three-year period. | 
About 74% of the hotels either | 
have started remodeling, or will} 
start this year. 
Although most hotels have set} 
ip depreciation reserves, very few | 
spent anything until rent ceilings | 
were lifted, for fear that the re-| 
serves would be needed to meet 
rising labor and operating costs. 
Elimination of rent controls is| 
expected to hasten the work, ac- 
cording to Hotel Monthly. 


Megronigle Appointed | 


Walter M. Megronigle, formerly 


with General Motors Corporation | } 


and the Fred Eldean Organization, | 
has joined the executive staff of 
Ketchum, Inc., Pittsburgh and 
New York public relations and 
fund raising organization. | 


Sells BC Tablets 


T 


B. C. Remedy Company, Dur- 
ham, N. C., maker of BC head-| 
iche powders, has launched a sec- 

product, BC headache tablets, 
Vhich it is promoting nationally 
radio, newspapers and maga- 
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ILLUMINATED BRAND-NAME DISPLAYS © 


Complete the “Buying Chain” from 
Advertisement to Sales 


Pc lt 


be Tt 
7. a 


bei 


egal 
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Brand and Dealer identification advertising at the point of sale is the WRITE FOR FREE BOOK! 


most important link in any advertising program. No other form of Send for new 24-page illustrated 


—— : book, “Sign Up.” Tells how nation- 
advertising actually directs prospects to where your product may be 


al advertisers successfully “localize” 
seen and purchased. ; 
4 their selling ... 


This link is powerfully forged by ‘Neon of Lima’’—with modern, 


ota 5s To 


shows how you, 


too, can build maximum sales with i 
dynamic illuminated dealer and brand displays that attract .. . 


: identify... SELL! 


Our client list includes hundreds of national advertisers—many 


illuminated brand-identification 


signs. Write for your copy today! 


aes. ye ee 


of them America’s outstanding leaders. You, too, can assure maxi- 


mum sales results by bringing your local identification problems to 


Neon of Lima “Illuminated Sign Headquarters."’ 


Tell us your requirements—sending trade-mark, colors wanted 


—or our sign program expert will call at your convenience. We'll 


gladly submit plans and sketches. No obligation, of course. 


“QUALITY Neon ond Fluorescent 


Signs...in QUANTITY’ 


REPRESENTATIVES IN ALL 


PRINCIPAL 


CITIES 
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| Larsen Plans Big 
| Drive for Veg-All 
| and Layer-Pak 


GREEN Bay, Wis.—The Larsen 
| Company plans to break its big- 
5 gest advertising campaign next 
month for Veg-All mixed vege- 
tables and Layer-Pak—the latter 
five vegetables in one can with 
the layers separated by °parch- 
ment paper. 

The Layer-Pak, which is getting 
its first national promotion this 
year, was developed several years 
ago but production has been lim- 
ited and the canned five-in-one 
variety has been available on a 
limited market basis only. 

Larsen plans full - color pages | 
and half pages, starting with Sep- | 
tember issues, in the Ladies’ Home 
Journal, McCall’s and The Satur- | 
day Evening Post. The grocery | 
trade will be kept fully informed | 
about the fall advertising with ads | 
each month in Chain Store Age, 
National Grocers’ Bulletin, Pro- 
gressive Grocer, Super Market 
Merchandising plus What’s New in 
Home Economics. Campbell-Mi- | 
thun, Inc., Chicago, is the agency. 

Plans to feature the two food 
lines were outlined by R. E. Lam- 
beau, president, before more than 
50 brokers at a sales conference 
here Aug. 1-2. The company 
claims that Veg-All is now the 
country’s leading brand of mixed 
vegetables. 


Stern Names Nicholson 


Irving Nicholson, who, before 
the war, headed his own public re- 
lations office, has been named an 
account executive of S. Richard 
Stern, New York public relations | 
counsel. Mr. Nicholson will direct 
the Lovable Girl - of - the - Month 
campaigns, with contests scheduled 
in different states each month. 


@ SILENT or SOUND — 
@ Black & White or Color 


©) Public Address System 


ens 
DeVRY (Model RS-ND30) 16 mm A 
Sound-on-Film Projector 


ae sealed ; 


THIS 3-PURPOSE DeVRY 
IS YOUR BEST BUY 


; For any audience from three to 3,000 
a DeVry's three-purpose projector is the 
wit preferred 16mm. sound-on-film equip- 
> ment. And why not? .. . in addition 
F to theater quality performance in_ both 
fx picture and sound, it is compact, simpli- 
Fs fied, rugged . .. a unit designed to meet 
ee all Audio-Visual and P. A. needs, and 
=e meet them well. See it... hear it... 
& then you'll know why your best buy 1s 
a a DeVry. 
: Note well, these three features of the 
DeVry RS-ND80 portable 16mm. sound- 
| on-film projector: (1) SAFELY projects 
ibis both sound and silent films; (2) Shows 
a black-and-white and color film without 
j extra equipment; (3) Has separately 
housed 30 Watt amplifier and sturdy 
permanent-magnet speaker which give 


you amplification for either microphone 
or turntable, 


eee 


Only 5-time winner of 
Army-Navy “‘E"’ award 
fer motion picture 
sound equipment. 


ee eee ee ee ee ee ee ee ee ee 
N 

l ttt Armitage Avenue, 
Chicago 14, Illinois 

r ot 


Without cost yligatior please send us 
t 


| literature " Audio- Visus al equipme 


Dept. AA-D8 


Name . 

Company 

Position 

/ | Address 
b city State . 
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‘CCA Adds 8 Members 


: sav New Drive Plugs 
The following publications have | 


’ a . | 
joined Controlled Circulation | “ 
Audit, New York, bringing total Pre Sm oked Pipe 


membership to 449: Southern) CHIcaco—A full-page pipe ad- 
Building Supplies, Atlanta; Aim— vertisement without a photograph 
for Industrial Sports & Recrea-|of a pipe, without the maker’s 
tion, Clinton, S. C.; Central Phar- nameplate, and with the sales 
maceutical Journal, Food Retail-| message confined to two lines at 
prt Polina Paint Lewic,| te bottom of the page, is Dr. | 
pee Railroad Equipment, New) Grabow Pipe Company s 1947 con- | 
York. CCA members include 139 | ‘Tibution to unique ad copy. 

advertisers, 69 agencies, and 241| The full page, which is sched- 
publications. /uled for the Nov. 25 Look, is de- | 
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scribed along with the company’s | plate, a photo of a featured “pr: 
other 19 full-page magazine ads|smoked” pipe, and the sloga 
in a promotion piece sent to its|“Ripe ’n’ Ready for Smoki 
dealers. Purpose is to show them | Steady.” 


-how to cash in on the 1947 drive, Besides Look, the schedule i) 


and the punch-line reads: ‘We/cludes Esquire, Field & Strea 
pre-sell for you, but you have to/| Liberty, Life, Newsweek, Outdo.; 
show Dr. Grabow’s to sell them.” | Life, Pic, Pipe Lovers, Popu! ; 
. A Mechanics, The Saturday Eveni., 
Supplies ‘Standard’ Copy Post, Sport, Sports Afield, Trie., 
All of the “standard” copy in|college publications and news- 
the campaign includes a cartoon | papers. 
plugging Linkman’s pipe-smoking Simons-Michelson Company, 
machine, the Dr. Grabow name-| Detroit, is the agency. 
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...a Stewart, Dougall Certified|Ne 


Stewart, Dougall survey for The Popular 
Fiction Group discovers a huge, un- 
tapped and heretofore unmeasured au- 
dience of 12,750,000 individual readers. 


of magazines blankets this same audience. 


underestimated pulp magazine audience. 


unexploited market. 


Question: What is The Popular Fiction Question: How many people read these Question: Is one of the sexes predoy\i 


Group? magazines? nant in this audience? 

Answer: It is a monthly group of twenty-two Answer: Stewart, Dougall audience study Answer: No, like the audiences of ot ° 
different fiction magazines. Each is edited shows that The Popular Fiction Group mass-circulation magazines, The Popular ! '« 
to satisfy a single fiction interest. The fiction reaches 12.2% of the population 15 years of tion Group readership is almost equally ‘|: 
classifications include western, adventure, age or over—12,750,000 people. vided between sexes. Stewart, Dougall foun’) 


detective, sport and love stories. These maga- 
zines are familiarly known as pulps. 


Question: 12,750,000 people make quite a 


More than a year in the making, newly-completed 
readership research by Stewart, Dougall & Associates 


reveals and defines a long overlooked and thoroughly 


Similar to Life’s now famous study in scope and signi- 


Is this new, untapped market sufficiently important 
to warrant the attention of advertising? The facts say 


yes, for in every major respect it is comparable to other 


mass magazine markets. Questions and answers, based 


ficance, it stamps this audience as a new, unexplored, 
But above all else, the extent of The Popular Fiction’ 


Group audience—12,750,000 readers—and its unique 


Stewart, Dougall conducted 12,600 personal interviews isolation from other magazine audiences make it note 


| in 120 cities, towns and counties throughout the country. worthy and exceptional—a most promising new market 


| Questions and Answers about The Popular Fiction Group 


that 6,850,000 males and 5,900,000 fema > 


comprise the total audience. 


large audience. Was any person who reads -- 
SIZE OF POPULAR FICTION GROUP AUDIENCE two oe of - Popular Fiction SEX OF READERS 
Group counted twice 
& © & Answer: No. The Stewart, Dougall study was =. 
~ @ 12,750,000 based on unduplicated readership—in other wemanes 
86H ac PEOPLE words, a reader of two or even more maga- 
zines in the group was counted only once. 


They found that The Popular Fiction Group reache: 


Dougall readership study, no magazine or other family 
“readers un 


on the survey and appearing below, amplify this fact. 


) Question: 
Jyoung auc 
12,750,000 unduplicated readers each month. More im: 
portantly, perhaps, the findings demonstrate the exclu’ 


‘ Wyears of a 
siveness of these readers. According to the Stewart. é 


Answer: I 
59.2% of t 
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Jameson Boosts Two 


7 Jay Lewis has been promoted 

, from sales supervisor to assistant 

4 metropolitan sales manager of 
William Jameson & Co., New 
York. A. George Fischer, sales- 
man, has been named to succeed 
Mr. Lewis as sales supervisor. 


Flint to Join ANPA. 
Cc. M. Flint, who during the war 
was lent by General Electric Com- 


Washington, D. C., will join the 
American Newspaper Publishers 
Association, New York, Sept. 2 as 
research director. He will have 
responsibility for carrying out the 
ANPA research program, which 
has been under contemplation for 
more than a year. 


Joins Chapman & Smith 
George Gregg, formerly with 

Poetzinger - Dechert, Chicago, has 

been named advertising and sales 


bakers’ supplies. The company 
has placed its advertising with 
Gourfain - Cobb Advertising 
Agency, Chicago. 


Plans Packaging Institute 


A one week institute on pack- 
aging and material handling tech- 
niques will be held Sept. 29-Oct. 3 
at the Rackham Memorial build- 
ing, Detroit, under auspices of the 
department of general business, 


Penn Board Ends 
Scotch Rationing 


HARRISBURG, Pa.—With the end 
of sale restrictions on Scotch 
whisky Aug. 7, the Pennsylvania 
Liquor Control Board—the coun- 
try’s largest liquor monopoly sys- 
tem—ended the last vestige of 
wartime alcoholic beverage ra- 


pany to the Office of Scientific} promotion manager of Chapman 
y, Development and Research in| & Smith, Chicago manufacturer of 


School of Business Administra- | ning. 
tion, Wayne University, Detroit. 


Rationing in Pennsylvania be- 


) Question: Isn’t this likely to be a very 
ches : 
young audience? 


Answer: Each age group is well represented. 
<clu-959.2% of the audience is between 15 and 34 
years of age while 40.8% is 35 years of age or 
over. Incidentally, the Stewart, Dougall 
mily/§survey, unlike other studies, did not consider 

‘readers under 15. 


rtant AGE OF READERS 
} Say ) 
ther 
vased 
fact. 
Wvestion: What are the educational 

; haracteristics of The Popular Fiction 

ction . 
roup audience? 

QUO Banswer: In education, the audience is well 


note head of the total population. By way of il- 
ustration, 61.1% of The Popular Fiction 
roup readers have had a high school educa- 
ion or better as compared to 39.1% for the 
mation as a whole. 13.1% of the audience has 


iad a college education. 


rket 


Question: It is generally believed that 
pulp magazine readers are massed on 
the lowest socio-economic level. Is this 
true? 


Answer: The Stewart, Dougall study shows 
that The Popular Fiction Group audience 
spans all socio-economic levels. The bulk 
(6,050,000 people) is in the middle or C 
class. In the upper level, 500,000 are in the 
A class and 1,350,000 in the B class. 


EMPLOYMENT| © 9 i 
| OK, | owe 
READERS PROFESSIONAL EXECUTIVE 


4.7% 12.0% 
- , 


= 


SKILLED WORKER | SEMI SKILLED WORKER | UNSKILLED WORKER 


13.1% 15.7% 5.7% 
CLERICAL SALES SERVICE AGRICULTURAL 
19.1% 17.5% 12.2% 


1 


Leading Advertisers 
djNew Market of 12,750,000 People 


of 2,500 to 99,999; and 39.7% or 5,050,000 


readers live in rural areas. 


LOCATION OF READERS 
CITY TOWN RURAL 
(100,000 AND OVER) (2,500 - 99,999) (UNDER 2,500 ) 
eo ye 
30.9% 39.7% 


Question: What does The Popular Fic- 
tion Group audience do for a living? 


Answer: The Popular Fiction Group readers 
are found in all major fields of endeavor. For 
instance, 4.7% are professional people; 12% 


Question: Do other magazines cover The 
Popular Fiction Group market? 


Answer: No. Stewart, Dougall study estab- 
lished the fact that The Popular Fiction 
Group readers are not primarily readers of 
other magazines. Life, for example, reaches 
only one out of every four readers of The 
Popular Fiction Group. Other magazines 
reach even fewer people in this new and un- 
tapped market. 
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came effective in November, 1943, 
and for most types of merchan- 
dise it was discontinued some 
months ago. Scotch, however, was 
rationed on an unofficial basis of 
one bottle to a customer on spe- 
cially designated “Scotch days.” 
In announcing the end of all 
rationing, the board said: “A sur- 
vey of the amount of Scotch on 
hand, enroute to the state store 
system and on order, indicates 
that demand can be met.” 


Lessere Joins Compton 


Eugene Lessere has resigned his 
copy-contact post with Al Paul 
Lefton to join Compton Advertis- 
ing, New York, as a writer in the 
radio copy department. He pre- 
viously served in a similar ca- 
pacity at Buchanan & Co. 


Bradshaw Promoted 


G. C. Bradshaw, who has been 
with Mallinkrodt Chemical Works, 
St. Louis, for more than 20 years, 
has been promoted to sales man- 
ager of the western division. 


EASY AS N.A.S. 


NEWSPAPER 


Maybe the belle lettristic touch is 
lacking—maybe it's just plain “‘corny"’ 
when read in a swank Bigtown office— 
but where it’s published and circula- 
ted, the Hometown Weekly Newspaper 
is enjoyed, appreciated — and read 
from cover to cover. 


Important news ‘“‘beats’’, profound 
editorials, clever cartoons and well 
written feature articles may win jour- 
nalistic honors but reading of “the ads’’ 
is what sells merchandise. Hometown 


rything, including the advertisements. 


ADVERTISING 


Weekly Newspaper readers read eve- 


c ’ are executives; 28.8% are skilled and semi- 
on SOCIO-ECONOMIC skilled workers; and 19.1% are clerical and 
/ STATUS OF READERS <iesenmadl 
doy ii 
“y ' eee Question: Where do these readers live? 
ashe C. .. 6,050,000 Answer: They live in all parts of the coun- fy ERVICE 
lar fic ?... try. Exact figures show that 29.4% are in You can reach this rich, rural Ameri- 
ly di cities of 100,000 and over; 30.9% are in towns complete copy of this can market with surprising ease. One 
cd new Stewart, order covers 5000 weeklies (or a 
fount) Audience Study. selected test list). You receive just one 


ema'é | bill. Our free insertion-checking 
, service makes it Easy as NAS. 


Write for 1947 National 
Directory of Newspapers 
and Audited Weeklies, $2.50 


THE POPULAR FICTION GROUP 


od b : 

0,000 NEW YORK: 205 East 42nd Street © CHICAGO: 333 North Michigan Avenue NEWSPAPER ADVERTISING SERVICE 

aes INCORPORATED 
Business Corporation of the 

. Notional Editorial A 
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| Sih ee 
Don't Be Satisfied with 
| Ordinary Results 


Employ our counsel and 
services to insure results 


Our large creative staff is ready to 
put their efforts to work for you... to 
design exhibits to be travelled or for 
stationary use. When designed by 
Stensgaard, your display has the pull- 


eeay rat 
ee ee oe ee 4 


appeal that commands attention— WEEKLY 
creates a dramatic showing for the Traveling 
product or service. 

Art Show 


Just off the press... 


' 
' F R E E : lorge 8 poge bro- 


chure with 110 photographs and 


EXHIBITS 


complete information about our 
Exhibit Service. Write for it today INDUSTRIAL © MARKET 
on your compony letterhead. MUSEUM ¢ CONVENTION 


AMERICA'S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION 


W. L. STENSGAARD & ASSOCIATES, INC. 


367 N. JUSTINE STREET e¢ CHICAGO 7, ILL. 


Hoobler Appointed 
Harry W. Hoobler, 


Sullivan Industries, Inc., has been | 


appointed assistant sales manager | 
Chi- | 


of Fresh’nd Air Company, 


general sales manager. 


Brewery Appoints Mohr 


Walter R. Mohr has been ap- 
pointed general sales manager 
and assistant to the president of 
George Ehret Brewery, Brooklyn. 


Names Sickinger 


Kenneth W. Sickinger, formerly 
a department manager of Oakes & 
Co., Chicago, has been placed in 
charge of advertising of the radio 
division of Stewart-Warner Cor- 
poration, Chicago. 


Gets Instrument Account 


MB Instruments, Inc., New 
Haven, Conn., manufacturer of 
minature electrical instruments, 


has appointed Hugh H. Graham & 
Associates, Inc., New Haven, to 
handle its advertising. 


formerly | 
sales and advertising manager of | 


a 


| WasHINcton—Department store 
|sales in the week ending Aug. 2 
/were only 1% ahead of sales the 


corresponding week last year, the 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


fd Week to Aug. 2, ’47* .p219 i 
| Week to July 26, ’47* .212 
fd Week to Aug. 3, ’46*. 
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Week to July 27, ’46* .204 
4 Month of June, ’47...288 
Month of June, °46...276 


4 *Not adjusted seasonally. 
pPreliminary. 


Federal Reserve Board reports. 
Three out of five of the major 


cities, included in the tabulation 


Federal Dances Wieacus on Department Store Sales 


This new FM and television antenna, planned 
~ jor KOMO, will be the highest structure in the 
Seattle area, towering 627 feet above sea level. 


Notional Representatives EDWARD PETRY G CO Inc 


Likewise, 
Seattle-Tacoma-Puget Sound market with light-weight sell- 
ing gear. 
KOMO — recognized leader for 20 years with the audience, 
prestige and selling force to do the job. 


AFFILIATE 


* New York + 


no realistic advertiser 


tackles 


No logger would try to notch a mighty Washington 
fir with a hatchet, when a trusty double-bitted axe could 


be had. 


the big 


It calls for the solid selling sock provided by 


Chicago * Son Francisco * Los Angeles « 


FOR a ae 


’ SEATTLE 


TACOMA 


AND 


Detroit - 


Check Hooper ratings, hear the story of local listener 
dependence on this voice of NBC. Surely, economically, 
without budget strain—KOMO leadership sells this market. 


THE PUGET SOUND COUNTRY 


St. Louis * Atlanta * Boston 


‘ 
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Pe 


reported losses. 

Of the 12 reserve districts, onl) 
two reported gains for the week 
from last year. The San Fran- 
cisco (12th) district had a 9% 
gain, paced by Oakland’s 19% in- 


crease. The Chicago (seventh) 
district showed a 2% sales in- 
crease. Dollar volume in other 


districts ranged down to a 3% 
year-to-year loss in the New York 
(second) region. New Haven’s 


18% sales loss was the greatest 
reported. 
Sales volume for the week 


climbed two points from the pre- 
ceding week to 219 on the index 
based on the 1935-39 average. 
This gain, however, is much less 
than the comparable gain for the 
same week a year ago. At that 
time, department store dollar vol- 
ume at the end of July came out 
of the mid-summer slump 
strongly, and maintained the pace 
throughout August. 

Yr.-to-Yr. % cyere 


1947 Mo. k 

Federal Reserve Jan.- of Aug 
district and city May June 2 
UNITED STATES.. 10 p4 1 
Boston District ... 11 6 1 
New Haven .... 5 § —I18 
POOUCOR. 465800 6K- 13 Ss 4 
Springfield ..... 6 —7 —6 
Providence ..... 4 3 0 
New York District 10 4 —3 
oo ly rr 6 —4 —10 
SEE 2c ates eae 10 13 9 
TOO SOCEM cisaus 9 4 5 
tochester ...... 13 5 5 
Syracuse ....... 16 8 ~-4 
Philadelphia Dist... 14 4 —2 
Philadelphia ... 14 4 —t 
Cleveland District. 11 4 2 
BROCE cisesr vets 7 —1 2 
CURGIRMREE 2. cs sc 11 3 ~-] 
Cleveland ...... 9 S 8 
CoOlMMOUS 6.08 ccs 9 2 —5 
2 ees 11 4 9 
Pittsburgh ..... 12 —) 7 
Richmond District. 7 0 —5 
Washington .... 3 oy —-4 
Baltimore ...... 6 8 —10 
Atlanta Distriet... 8 0 —6 
Birmingham 8 4 —1 
CO "Aes 13 9 6 
PL errr rr 3 —-4 -—13 
| lo Orleans ... 11 6 8 
| WaeehVille § ..sss> 6 —7 ° 
Cc hic ‘ago District. 12 9 2 
| errr 11 4—2 
Indianapolis 9 —4 —1 
nn. 12 13 11 
Milwaukee ..... 7 6 1 

| St. Louis District... 11 —3 0 
Little Rock ; 1 —6 5 
Louisville ...... 13 6 2 
ae 12 -f 3 

| Memphis ....... 7 —3 14 
| Minneapolis Dist... 14 12 - 
| Minneapolis .... 9% 6 ° 
| ORR 18 12 " 
Duluth-Superior. 12 12 » 
Kansas City Dist... 9% 4 2 
EUOMWOE (sla¥ek 6 15 5 -2 
po eee —2 —2 —8 
Kansas City .... 10 5 —f 

ee lS) ae 9 3 16 
Oklahoma City... 4 1 —kX 
ci) aera 6 6 -1 

| Dallas District .... 8& 1 0 
ct.” Raa 3 —§ 1 
Fort Worth .... 8 } S 
RROURCOE sé vecaccs 15 2 —2 
San Antonio ... 10 1 4 

| San Francisco Dist. 10 0 9 
| Los Angeles Area 12 —2 15 
| oo ee ee 7 —t 19 
San Francisco... 5 1 4] 

| BOPURNS wecrcsss 2 8 —3 
| Salt Lake City 9 3 14 
nt) ee 7 —3 3 


r—Revised. 
| p—Preliminary 
bese not available. 


Form Warp Knit Group 
to Set Standards 


| The National Federation of Tex- 
| tiles, New York, has formed a 
warp knit fabric manufacturer: 
| group, composed only of sellers o! 
| warp knit fabrics. Sixteen war} 
| knit fabric manufacturers, a! 
members of the federation, ar 
already in the new group. 

A tentative program include 

| establishment of standard rules « 
practice as to such things as “de 
liveries,” “defective goods allow 
ances,” “grading,” ‘“‘as are’ good 
“run - of - mill,” “short - lengths 
“cancelations, rejections and 
claims,” “packing standards,” etc 
|adoption of a standard form ol 
sales contract, with an arbitration 
clause; research on “wearability,” 
and establishment of minimum 
quality standards. 


Appoints Taylor 

James E. Taylor has been ap- 
| pointed public relations director 
of the Texas Manufacturers’ As- 
sociation. He will be the 


the association. 


Reed 


first , 
full-time public relations man for 
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Albert Richard 
Expects to Issue 
5,000,000th Map 


(Picture on Page 59) 


MILWAUKEE — Albert Richard 
Company, sportswear maker, ex- 
pects to go over the 5,000,000- 
mark this fall—along with retail- 
ers throughout the country — in 
supplying football fans with its 
1947 football map and grid re- 
view. 

This is the 10th year in which 
the Milwaukee firm has sent out 
the maps. B. K. (Bud) Engel, ad- 
vertising manager, says that dur- 
ing that time an average of 500,- 
000 maps has been distributed 
each year by leading clothing and 
department stores in the U. S. 

The store traffic builder, two 
feet wide and printed in full color, 
includes 1947 collegiate and pro 
schedules, colors and nicknames of 
239 colleges, conference and pro 
league winners, All-American and 
All-Pro League teams, origin of 
famous plays, and other gridiron 
data. 

Albert Richard will promote the 
1947 map this fall with ad copy in 
Boys’ Life, Collier’s, The Saturday 
Evening Post and Scholastic Maga- 
zine. Sportswear advertising in 
Holiday and True also will plug 
the map. Retailers, who purchase 
and distribute the maps, also fea- 
ture them in their local advertis- 
ing. One of the biggest—Henry 
Cc. Lytton & Co. Chicago—is 
doubling its order this year. 

Arthur Meyerhoff & Co., Chi- 
cago, is the Albert Richard agency. 


Introduces New Sprayer 


Tanglefoot Company, Grand 
Rapids, Mich., has introduced a 
new spraying device called Indu- 
sprayor, for insect control in large 
areas. It has three nozzles, which 
have been engineered to break up 
Induspray or Difuso insecticide 
into a super fine spray. Indu- 
sprayer is portable and comes 
equipped with a refillable gallon 
container. 


Boettigers Sell Paper 


John and Anna Roosevelt Boet- 
tiger have completed sale of their 
interest in the Seattle Home News, 
shopping weekly, in order to con- 
centrate on publishing the Arizona 
Times at Phoenix. William F. 
Grettner, founder of the paper, 
purchased the Boettiger interest. 


REACH THE 


* The Post is edited for 
the active buying half of 


Heads ‘Look’ Promotion 


William W. Smith, formerly 
promotion manager of Good 
Housekeeping, Street & Smith, and 
Fawcett Publications, has joined 
Look as advertising promotion di- 
rector. 


To Promote Emblem 


The National Sanitary Supply 
Association, Chicago, will launch 
a national public relations pro- 
gram with quarter-page ads in 
September issues of American 


Restaurant, American School 
Board Journal, Buildings, College 
& University Business, Factory 
Management & Maintenance, Hos- 
pitals, Hotel Management, Institu- 
tions, Modern Hospital and Na- 
tion’s Schools. The ads will pro- 
mote the association’s emblem. 


Prohibits Service Price 

Oregon’s 1947 legislature has 
passed a law which prohibits 
beauty shops 
“any definite or fixed price or 
prices” for service. 


from advertising | : 


Balasty Joins Wilton 


Duane H. Balasty, formerly ad- 
vertising manager of General Lu- 


17 
minescent Corporation, has joined 
W. H. Wilton, Inc., Chicago 
printer, in an advertising and 


sales promotional capacity. 


MAKE USE OF RCS 


On-the-spot | P 


to serve 
y in your 


- Ready - 


wie oer 


—— 


coca Whe 


North Wacker Drive 
jcago 6, lllinois 
STATE 5977 


Cincinnati—the 155,000 
alert families who ac- 
tively respond to adver- 
tising. 


incinnati 
Post 


REACHES 57% OF CINCINNATI 


to bring in the business 


to convince her family they need a new i 


know this. Merchants who wuleting teens on their 


a 


all 


ving room set, a new car, a new radio... to get her friends to 
j 

buy the dress she's buying, the — she's Wearing ...to sell her mother on travel by plane, 

her brother on toiletries for men ~~ father on a/vacation away from home. For Teena the high 

school girl has buying power and influence — a pominntion that means big business to manufac- 


turers and retailers. Manufacturers who are selling Teena on their products for now and the future 


r Store for now and the future know it too. So does— 


seventeen magazine 


Leading National Advertisers, 1946 Report proves that advertisers and stores from coast to coast are selling Teena through the 


| magazine she reads and believes. More than 65% of the money spent on advertising in youth magazines is invested in SEVENTEEN 
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DS ON 


WSBT covers a true cross-section of this country’s 
industrial - agricultural population. With increased 
power, WSBT gives increased service to farmers as 
well as city folks. The newest WSBT program, “Farm 
Report,” is aimed directly at the rich farm market. 

WSBT makes friends everywhere it goes. Today, 
with increased power and increased service, it is 


making them fast —in the city and on the farm. 


t 


MAKING FRIEN 


sou 


PAUL H. RAYMER COMPANY, NATIONAL 


HE FARM, TOO 


TH BEND 


REPRESENTATIVE 


Two PR Groups 
Agree to Form 
Single ‘Society’ 


To Incorporate 
in New York; West 
Coast Office Kept 


Cuicaco—Two of the three lead- 
ing public relations groups in the 
country have decided to merge 
forces in a new Public Relations 
Society of America. The associa- 
tion will have offices in New York 
and San Francisco, with national 
headquarters in the eastern city. 

Plans for incorporation of the 
society were announced here Aug. 
7, following a four-day meeting of 
the incorporating groups, the Na- 
tional Association of Public Rela- 
tions Counsel and the American 


lt takes acres of suds for the 


Crescent tishpan 


in favorite farm publications to stress the 
special fitness of the product for farm uses. 


A city housewife would hang up her apron 
if confronted with a Golden Crescent 
stack of “dishes” to wash. In addition to the 
three-times-a-day assortment of dishes from 
big family meals, there are the milking 
machines, milk pails and cans and a half 
dozen other utensils that must be cleaned 
thoroughly. Not to mention the mountains 
of wash in the laundry room! 


Naturally, this kind of operation takes a lot 
of soap and other detergents—much more 
than an average city family uses. That’s 


A why special advertising copy is needed 


© Capper-Harman-Slocum, Inc. 


You can reach these Golden Crescent farm 


families, with other general media, of course, 
if you use enough of them. But you can cover 
more than two-thirds of these substantial 
farm families easier, quicker, and at low 
cost, with only three publications—Michigan 
Farmer, The Ohio Farmer and Pennsylvania 
Farmer. You can build volume sales now 
among these big users while you build a back- 
log of dependable customers for the future. 


The Golden Crescent 


Rurally Rich — Politically Powerful 
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Council on Public Relations (AA, 
Aug. 11). Consolidation has been 
discussed for almost two years, 
and led to a bitter quarrel last fall 
among directors of the youngest 
of the national groups, the Ameri- 
can Public Relations Association, 
Washington. 

At that time, several officers 
and board members resigned, 
charging that Robert Harper, ex- 
ecutive director and co-founder of 
APRA, used dictatorial control to 
prevent naming of a special com- 
mittee which would cooperate 
with the other public relations 
groups in discussing merger plans. 

The merger committee, which 
convened here last week, made no 
formal mention of APRA, but 
speakers at a luncheon meeting 
Aug. 7 expressed hope that the 
new society will attract all quali- 
fied public relations people in the 
country. 


National Meeting in April 


The first national meeting, when 
the society will be formally or- 
ganized, may be held here next 
April. Present plans call for a 
discussion then of national public 
relations topics by leaders in the 
field, as well as business and gov- 
ernment officials. 

Merger plans were arranged by 
six committee members, who are 
to serve as incorporators of the 
society and as its first board of 
directors. The board will in turn 
elect the combined board and of- 
ficer groups of the two existing 
associations to the official posi- 
tions and board of the new so- 
ciety. 

Conferees included Homer Cal- 
ver, Averell Broughton and S. D. 
Fuson, all of New York, repre- 
senting the National Association 
of Public Relations Counsel; and 
Virgil Rankin, Rex F. Harlow and 
Edgar Waite, all of San Francisco, 
representing the American Coun- 
cil on Public Relations. All six 
will be incorporators of the so- 
ciety, which will file formal pa- 
pers in New York. The western 
headquarters and publications of- 
fice will use the same facilities 
and space now employed by the 
American Council on Public Re- 
lations. 


States Objective 


“To promote the public welfare 
by the nurture and advancement 
of the art and science of public re- 
lations” is the society’s major ob- 
jective, the conferees announced 
after conclusion of their meetings 
here. 

A schedule of costs of operation, 
maintenance of offices, educational 
and other services was drawn up, 
and a probable dues _ schedule 
arranged. Membership plans dis- 
cussed by the group recommend 
blanket aceeptance of current 
members in good standing in each 
association as charter members of 
the new society. 

Membership following the in- 
itial charter memberships will be 
for active associates, including 
other public relations people and 
those technically interested or 
working part time in the field; 
and two classes of sustaining 
membership, for corporations and 
outstanding individuals. 


Two Appoint Evans 


Evans Associates Company, Chi- 
cago, has been appointed to direct 
the advertising of Goss Printing 
Press Company, Chicago, manu- 
facturer of newspaper, magazine 
and rotogravure presses, and 
Challenge Machinery Company, 
Grand Haven, Mich., maker of 
printing machinery and equip- 
ment. Trade publications and di- 
rect mail will be used by both. 


Names Moore & Hamm 


Window Corporation Sales, New 
York, has appointed Moore & 
Hamm to handle its advertising. 
James F. Devins, formerly with 


Newell - Emmett Company, has 
| joined the M&H copy department. 
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Pepcorn Chips 
Buys Video Spots 


New YorK—Pepcorn Chips, now 
available in the East, are being 
advertised on a series of weekly 
time signals over WCBS-TV. 

The video spots—two a week 
for the first 13 weeks, with a sub- 
sequent minimum of one weekly 
—will precede the Brooklyn Dod- 
gers’ baseball games during the 


precede other sports events there- 
after. 

Pepcorn Chips, which have been 
distributed in the South and on 
the West Coast for some time, are 
produced and distributed by Han- 
neil Foods Products here. The 
account is handled by Raymond E. 
Nelson, Inc. 


Air-Way Names Agency 
Air-Way Electric Appliance 


turer of the Air-Way Sanitizor | 
vacuum cleaner, has appointed 
Beeson-Faller-Reichert, Inc., To- 
ledo, as advertising counsel. An 
extensive national campaign in 
women’s and household magazines 
is being used. 


Merritt Joins Callaway 


George N. Merritt has rejoined H 


Callaway Associates, Boston, with 


which he was associated before i : 
the war. For the past five years . 


he has served as business special- 


merce and in the public relations 
department of the New England 
regional OPA office. 


a toup st 


remainder of the season, and will| Corporation, Toledo, manufac- 


ist with the Department of Com. 


Chicken ‘n Cranberry 
are flavor mates! 


STARTER—First in a series of four- 

color ads for national magazines, is 

this copy featuring chicken and cran- 

berries. The campaign is placed by 

Harry M. Frost Co., Boston, for the 

National Cranberry Association, Han- 
son, Mass. (AA, Aug. II.) 


P&G, Lever Cut 
Soap, Shortening 
Prices 2nd Time 


Cuicaco—Reduced prices of fats 
and oils have permitted Procter & 
Gamble Company and _ Lever 
Brothers Company to make fur- 
ther cuts in the prices of their 
soaps and vegetable shortenings. 

Last fall, after OPA controls 
ended, the soap makers boosted 
their prices 50 to 100%. The latest 
reductions of 8% on Lever’s Swan 
soap and Spry shortening, and 6% 
on P&G’s Ivory soap and 8% on 
P&G’s Crisco, bring the total re- 
ductions since spring to about 
22% on the soaps and 25% on the 
shortenings. 

Richard R. Deupree, president 
of P&G, reported to stockholders 
recently that prices of fats and 
oils, which trebled after OPA con- 
trols ended, in the past three 
months “have dropped back to an 
average of about one-half of those 
peak prices” and are not “too far 
out of line in view of present 
world conditions.” 

He said in the annual report that 
P&G’s net profit for the fiscal 
year ending June 30 was $46,- 
924,170, or double that of 1945. 
The company has set aside $14,- 
000,000 against expected inven- 
tory price declines. 


Baker Adds Accounts 


Jim Baker & Associates, Mil- 
waukee, has been named to handle 
the advertising of Kiekhaefer Cor- 
poration, Cedarburg, Wis., manu- 
facturer of Mercury outboard 
motors; E. Kahn’s Sons Company, 
Cincinnati, and W. F. Thiele Com- 
pany, Milwaukee, food processors. 
‘om Finn, formerly with Berdoll 
Engraving Company, Milwaukee, 
Nas joined the agency as produc- 
tion manager. 


G.P. Smith Appointed 

G. P. Smith & Associates, Chi- 
cago, has been appointed midwest- 
ern representative of The Eastern 
Jeweler, New York. 


WCAO in New Spot 
_ Station WCAO, Baltimore, has 
begun operating from its new 
‘ocation at 1102 N. Charles St., 
Saltimore 1. 


PM has ofien stated its purpose. John P. Lewis 
— Editor — restates it now so that you may know 
clearly the basis on which a large body of devoted 
people read it so thoroughly and believe in it 
so iemly. 
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we believe... 


“We believe in people. This is what gives life to the newspaper PM. 


We believe that all people should live better, produce more, buy 
more, use more of the good earth’s substance. We believe that 
they should live their own lives, worship as they please, think 
and speak and act as their personal convictions dictate — limited 
of course by the fact that no man has the right to infringe on the 
rights of his fellows. We believe — no, this we know — that 
people can govern themselves better than any master to whom 
they might yield; that democracy is the way, the only way, by 
which they can work out their way to a better life, as represented 
by the Constitution of the United States. 


ae This is the sinew of what PM believes in, stands for and works 

toward — our beginning point and our goal. These are our only 
commitments. In politics PM is independent — belongs to no 
political party and supports no creed but American democracy. 


That our policy has meaning has been proved by the faith and 
loyalty of the thousands of readers who have come to read PM’s 
daily and week-end editions — readers to whom we address our- 
selves as responsible, intelligent, responsive adults. This we can 
say with no qualification — and invite anyone to test and check 
for himself — ‘our readers are closer to, have more confidence in 
and are more responsive to PM than the readers of any other 
paper, any time, anywhere’. 


PM’s first edition was published on June 18, 1940. In the earlier 
years we carried no advertising. Now — with a firm foundation 
of readers, and, much more important, strong reader confidence, 
PM is accepting advertising copy. For the advertiser who con- 
siders loyal and thorough readership of a newspaper as the key to 
sales results, we offer PM.” 


in new york it’s 


A 


Represented Nationally by Lorenzen and Thompson, Inc. 
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Borden Division to Y&R |Maqx G. Boecher 
Young & Rubicam’s San Fran- 


cisco office has been appointed to Retires on Erwin, 


handle the advertising of the 


newly formed Pacific cheese divi- Wasey Pension 


sion of the Borden Company. Out- 
door, newspapers, radio and point-| Catcaco—Max G. Boecher, Er- 
Wasey & Co. veteran and 


of-sale will be used to promote] win, 
media director in the Chicago of- 


the division’s cottage cheese. 

fice for the past 10 years, will re- 
tire Aug. 19 under the agency’s 
retirement income plan. He has 
been with the company since 1923. 

Mr. Boecher is the first employe 
in the Chicago office to retire 
under the pension plan put into 
effect four years ago. Two mem- 
bers of the New York staff have 
also retired under the plan’s pro- 
visions. - 

The Erwin, Wasey pension plan 
is paid for in its entirety by the 
company, with no employe con- 
tributions. It contains an “escape 
clause” permitting E-W the right 
to change or discontinue the plan 

os ' . at any time if conditions make it 
, Memengani-«: Syeles « Core 2 Fea necessary. In such an_ event, 
_ 412 N. WELLS ST., CHICAGO funds accumulated will be dis- 
tributed proportionately to all 


/ suRE! JOHNSTONE 
AND CUSHING, 
155 EAST 44M ST 

NEW YORK 17 NY. 


(you say THEYRE 
SPECIALISTS IN 
AOVERTISING GAG 
CARTOONS ? 


We pick up and deliver copy and layouts, radio scripts, record 
players and transcriptions, presentations and display easels, tickets 
and luggage. We pick up from, and deliver mail to, all main 
and branch post offices. We deliver mail, air freight, to and from 
all trains and airports and your office. Dozens of services fit in 
with your requirements, .including complete office removal and 
replacement. Let us survey your needs and furnish weekly or 


/ 


Raye Pee 
i se 


eligible employes. 

When the plan was put into 
operation, all employes who had 
been with the agency prior to 
Dec. 31, 1942, were automatically 
included. Others are included 
upon completion of a year’s em- 
ployment. 


Can Retire at 65 


Retirement age under the plan 
is 65, both for men and women. 
Payments equal 2% of the first 
$150 of average monthly salary, 
plus 1% of the average monthly 
salary in excess of $150, multi- 
plied by the number of years of 
service. Those who have com- 
pleted 20 or more years of service 
may retire before reaching 65, if 
they desire, with proportionally 
reduced payments. 

Eligible employes who leave the 
agency voluntarily get no return 
from the fund during the first 
five years; get 25% of the amount 
to their credit for 5-10 years’ serv- 
ice; 50% for 10-15 years; 75% 
for 15-20 years; and 100% for 20 
years or more. Discharged em- 
ployes get nothing for less than 
five years’ service. After that, they 
are given the full amount stand- 
ing to their credit. 

In the event of resignation or 
discharge, the outstanding credit, 
if less than $2,000, is paid in a 
lump sum. If more than $2,000, 


s 
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S47 ORDA? 


INVITATION—Walgreen Co. used this 
page in Bridgeport, Conn., newspapers 
to announce the opening of a new 
super drug store, the company's 40th 
in Connecticut. 


Breen Heads Iowa Net 


Edward Breen, president and 
manager of Station KVFD, Fort 
Dodge, Ia., has been elected presi- ~ 
dent of the Iowa Tall Corn Net- 
work of 12 stations. Others elected 
are Morgan Sexton, KROS, Clin- 
ton; Ben Sanders, KICD, Spencer, 
and Ken Gordon, KDTH, Du- 
buque, vice-presidents; George 
Volger, KWPC, Muscatine, secre- 


ber, Des Moines, sales manager. 


tary-treasurer, and George Web- ~ 


speed... 


marked 


an® influence on this decade that it 


° 
is only natural that 


oO 
headline, copy, illustration, litho- 
°o 


graphy take on “flash’’ character- 
° 


istics. But that ‘flash’ has an 


° 
even bigger job of selling to do 
° 


12) 
ees added reason for using litho- 


° 
graphy .c. . for 


° 


lithography. 
oO 


BALTIMORE: 


30 WEST 25TH STREET e@ 
WASHINGTON: 1140 EAST-WEST HIGHWAY, SILVER SPRING, MD. @ Phone: SLIGO 8000 


using HAYNES 


Phone: BELMONT 0861 


NEW YORK: SUITE 303-4, 424 MADISON AVENUE e@ Phone: PLAZA 8-2740 


PHILADELPHIA: THE 


CLEVELAND: 


f 


.2) 
HAYNES comic BLITHOGRAPH CO., INC. 
oO 


IN SILVER SPRING, MARYLAND, 


oO 


@eeeeee8e#ee828 ee @ @ @ @FOR CLARITY, COLOR AND CONSISTENT QUALITY 


INQUIRER BUILDING e RITTENHOUSE 6-5988 
1836 EUCLID AVENUE, CLEVELAND, OHIO e@ MAIN 9241 


aes TO THE NATION'S CAPITAL 


it is paid in monthly instalments 
of $250. 


San Francisco Painters 


Name Young Agency 


Bonded Painting & Decorating 
Contractors, Inc., a new business 
promotion group composed of lead- 
ing San Francisco painters and 
decorators, has appointed Robert 
B. Young Advertising Agency, San 
Francisco, to conduct an all-year 
campaign. 

Basis of the drive will be a 
$10,000 surety bond backing con- 
tracts negotiated with any mem- 
ber of the group. Member firms 
will operate as individual organi- 
zations, but each will use the or- 
ganization’s “Bonded Job” insignia 
on trucks, letterheads and other 
material. 


Six Join Federation 

The following have joined the 
Advertising Federation of Amer- 
ica: Houston Post; Station WEXL, 
Royal Oak, Mich.; Station WRUF, 
Gainesville, Fla.; Bresnick & Solo- 
mont, Boston; Lyle Hosler Adver- 
tising, Peoria, and United Outdoor 
Advertising Company, Long 
Beach, Cal. 


PITTSBURGH AND 


NEW YORK 


NORTH DAKOTA 
BANK DEBITS UP 337 


IN JUNE ... 


The Ninth Federal Reserve Bank 
reports Fargo Debits total for June 
at $51,500,000. 


The June debits brought the six- 
month total for Fargo to $324,- 
676,000, a gain of 31°/, over first 
six months of 1946. 


ie; 
FARGO 


Members: Audit Bureau of 
Circulations, Northwest Daily 
Press Assn. 


Representatives, 
Kelly-Smith Company. 


Affiliated with Radio Station 
WDAY. 


FARGO, NORTH DAKOTA 


~ 
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‘Rural Gravure’ 
to Go to Weeklies 
in 3 More States 


|'Names Richard B. Gifford 


Richard B. Gifford, assistant 
advertising manager, has been 
| promoted to advertising manager 
|of the Bulletin, Bend, Ore., to al- 


| the attractive hostesses, who mod- | 
|eled cowgirl costumes with grace- | 
ful agility that ignored the torrid 
Detroit temperature. 

Dearborn Motors manufactures 


Texas Tractors 
Won with Fashion 


is J total 250,000 circulation—will be} appointed the Buffalo office of | ®*2™- , ton <tunt |) a CANADA 
rs $2.35 a line, the same as the! filis Advertising Company to was also a promotion stun 
w present rate for the 160 papers| handle its ewe M5 Weamapets for Braniff International Airways, 4. o ee eee novesereens : 
rh in the other four states. Adver-| and radio will be used. * which provided cargo space and TORONTO + MONTREAL « WINNIPEG «+ REGINA + CALGARY «© EDMONTON « VANCOUVER 
tisers using both editions will pay 
= $4.50 a line, with discounts run- 
ning up to 20% for 4,000 or more 
™@ lines. 
nd @ Newspaper clients pay $5 a 
“te @ month for the section, if adver- 
ot- tising in the eight-page supple- 
ed ment totals less than two pages 
in- per month. If the section con- ‘C) 
er, tains an average of two pages of 
yu- ads, newspapers receive the sec- 
Ee Btion free, and if an average of 
re- @ three pages of paid space is main- 
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Cuicaco—Rural Gravure, 
monthly rotogravure section for 
weekly newspapers, next January 
will add 109 weeklies in Indiana, 
Michigan and Ohio, bringing its 
circulation to 500,000. The tabloid- 
size section now is carried by 160 
such newspapers in Minnesota, 
Wisconsin, Iowa and Illinois. 

Advertising rate for the new 
edition to go to Indiana, Michigan 
and Ohio papers—which have a 


tained, newspapers are paid, $5 
a month. Linage in the first seven 
months this year is more than 
double linage for the same period 
last year and averages over two 
pages per issue. 

Partners in the publication are 
Robert T. Murphy and J. R. Wil- 
son, who founded Rural Gravure 
10 years ago following their grad- 
uation at the University of Wis- 


® consin, and Gustavus Babson and 


Arthur Howard. 


Kessler Named by 3 


Frank Trevor Kessler, Philadel- 
phia agency, has been named to 
handle the accounts of Chace 
Candlecraft Company, West Ches- 
ter, Pa.; Tune-Disk Records, Inc., 
Philadelphia (using BMI tunes 
exclusively on its records), and 
Record Guild of America, New 
York, maker of children’s plastic 
records. 


Dettra Names Buckley 

Dettra Flag Company, Oaks, 
Pa., manufacturer of flags, ban- 
ners and decorations, has ap- 
pointed Earle A. Buckley Organi- 
zation, Philadelphia, to handle 
advertising and public relations. 
Present plans call for use of direct 
mail, business papers and general 
publications. 


low Frank H. Loggan, former ad- 
vertising manager, to devote full 
time to the operation of the news- 
paper’s Station KBND. Marion 
Billings, formerly with Roscoe 
Segar Advertising Agency, has 
joined the Bulletin’s advertising 
sales staff. 


Domestic Names Ellis 


Show, Cowgirls 


DETROIT — Putting on pressure 
to get a new model is a technique 
applied to the tractor industry as 
well as to auto dealers these days. 

Gov. Buford Jester of Texas 
sponsored (in effect) a Texas 
fashion show at the Book-Cadillac 
Hotel to insure delivery by air 
freight of eight tractors from 


| the new Ford tractor. 


Named LeVally V.P. 


Lewis H. Scurlock Jr., formerly 
vice-president and account execu- 
tive of Shaw-LeVally, has been 
appointed vice-president of Le- 
Vally, Inc., Chicago. He will be 
in charge of new account develop- 
ment, in addition to current ac- 


ONLY 
EMPIRE 
GIVES YOU... 


A national maintenance 
under one service—one in- 
voice—one check. 


And only Empire's 
“PACKAGE MAINTE- 
NANCE" protects your 
Neon advertising from 
anything and everything. 


Regardless . . . Whether 
damaged or destroyed 
there is no extras added. 


Contract and Relax 


sivitien. 
Domestic Chemical Company, count activities 


Niagara Falls, N. Y., manufacturer 
of Sodite washing solution, has 


Dearborn Motors, Inc., for use on 
Texas’ park and highway pro- 


When you fish for customers 


© 


try your bait in 


The Pittsburgh Press 


SOME ADVERTISERS fish around where they know they get results. Others wander far afield. . .and come home 
with empty creels. The Press is a standby of those smart advertisers who insist on known quality media. Of its 
254,870* circulation, 235,552* Presses go into the City and Retail Trading Zones. . .representing the eight 


counties where 4% of the Pittsburgh District’s money is spent. Circulation like that is bound to catch customers. 


* A.B.C., 3-31-47 
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A fish story? 


DRUG LINAGE SAYS IT’S NOT 


In the first six months of 1947, The Press carried 5,000 


() | IN PITTSBURGH; IN CITY he 
lines of drug advertising for every 2,000 lines in the second e CIRCULATION; IN CLASSIFIED 2 


paper and 1,000 lines in the third. Whether you base media ADVERTISING ; IN RETAIL ADVERTISING; IN GENERAL 


selections on ability to move merchandise over the counter ADVERTISING; IN TOTAL ADVERTISING 


as drug advertisers do—or on something less tangible, ask 


Represented by the National Advertising Department. a i ag 
P ; - 9 . a * 4 
With your Press or Scripps-Howard man how The Press Serippe-tleward Mowspepers, ve Park Avenue, New York 
City. Offices in Chicago, Cincinnati, Detroit, Fort Worth, 
EMPIRE NEON stacks up in your field. Philadelphia, San Francisco. 

-@ 
ie 
Incorporated % 


General Offices: Savannah, Ga. 
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The management man’s 


preferred source of daily ‘4 
business news in the nation’s 


greatest industrial area 
=the Central West. 


Chicano Hourna 


of Commerce | 


freedom Train's 
Itinerary Fixed; 
Ad Plans on Siding 


New YorKk—When Freedom 
Train pulls into Philadelphia for a 


nal 


| tionwide, 


roads. 


Freedom Train is the seven-car 


three-day stay on Sept. 17, it will 
\be making the first stop of a na- 
year-long tour which 
will cover 29,000 miles, 306 cities, 
and involve trackage on 94 rail- 


traveling exhibit which will visit | 


jall the states during a “Year of 
| Rededication” under the auspices 
| of the American Heritage Founda- 
|tion, whose president is Thomas 
D’Arcy Brophy, president of Ken- 
yon & Eckhardt. 

The train will carry more than 
100 of the original documents of 
American history, including a 
copy of the Declaration of Inde- 
pendence signed by Benjamin 
Franklin, an early printed draft 
of the Constitution with correc- 
tions in the handwriting of George 
Washington, and the original offi- 
cial copy of the Bill of Rights. 

After Philadelphia, the train 
will move up the eastern coast 
to New York, through Connecticut, 


Chicago 


a 


wee oe 


tfen 


IN EXCESS OF 200,000 
‘ABC MEMBERSHIP 


“GEORGE f. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


Low milline rate— 
lowest cost per inquiry in 
this highly responsive field 


der 


into Boston, and on up to Maine. 
It will then tour the South and 
Southwest during the winter 
months, with the remainder of 
the itinerary still incomplete. 
Attorney General Tom Clark 
last year proposed the national 
tour as a means of combatting 


juvenile delinquency, and has 
worked out, through the founda- 
tion, an educational program 
based on “Community Rededica- 
tion Weeks,” to be climaxed by the 
arrival of the train. 

Objectives of the foundation, as 
outlined in a bulletin on its edi- 
torial policy, are to develop “a 
more active participation by citi- 
zens in the processes of democracy 
in nation, state and community,” 
and “an increased awareness of 
our individual.rights and liberties 
as guaranteed by the federal Con- 
stitution and expressed in other 
historical documents.” The founda- 
tion emphasizes that its program 
“has nothing to do with our eco- 
nomic system’; “is not an attack 
on communism or fascism or to- 
talitarianism as they exist in other 
countries, except as it inferentially 
attacks these ideologies in arous- 
ing renewed faith in our demo- 
cratic institutions, and a deter- 
mination to make them work bet- 
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ganizations, are being supplied 
foundation. 
National and local advertisers 


encouraged to donate editorial and 
advertising support to the pro- 
gram. The Advertising Council 
will announce soon advertising 
plans thus far developed, and- 
apart from the community pro- 
gram on the local level—will dis- 
close the broad, national campaign 
it will launch. 

Winthrop W. Aldrich is chair- 
man of the board of trustees of 
the foundation, with William 


Murray as_ vice-chairmen, 
Louis A. Novins, 
and secretary. 


vice-president 


The Outdoor Advertising Asso- 
ciation of Ohio will hold its 1947 
convention at the Mayflower 


ter.” 
Special Days Planned 


ae 


Here is a new sales control . 


FOR SALES EXECUTIVES 


. +. a modern market-operating pattern... 


It’s **Sales Operating in the 


Northern 


California Market’? — the first study of 
its kind for the wealthy area it eovers ... 


It’s another example of The 


San Francisco 


Examiner’s pace-setting enterprise . . . another 
example of why this newspaper is NEWSPAPER 
NUMBER ONE and has been for over 60 years. 


Ask the Hearst Advertising Service .. . 


offices in principal cities. 


THE SAN FRAN 


CISCO EXAMINER 


FOR 60 YEARS NEWSPAPER NUMBER ONE 
IN NORTHERN CALIFORNIA 


The program “has to do with 
our heritage of political and demo- 
cratic ideals, institutions and 
forms, and with their mainte- 
nance and further extension in 
the life of America,” the founda- 
tion says. 

In connection with Freedom 
Train’s tour, each of the com- 
munities will proclaim and or- 
ganize during their “Community 
Rededication Weeks” various spe- 
cial events such as Veterans’ Day, 
Inter-faith Day, Labor Day, Com- 
merce & Industry Day, School Day, 
Bench & Bar Day, etc. Local com- 
mittees formed by the mayors and 
fraternal, veterans’, charitable, 
church, business, and other or- 


Hotel, Akron, Sept. 15-16. 


with a program booklet by the 7 


are being urged to sponsor adver- ~ 
tising, and all media are being © 


Green, Robert G. Sproul and Philip 
and § 


Holds Akron Convention | 


It's simple e to reach 


top chain store men when 
you advertise in 


lications for executives 
and store managers 


PAID CIRCULATION 


Don’t judge Schenectady 
distance! 


7 


vertisers. 


Schenectady families give 


welcome equalled in very few cities. 
homes, where it is consulted throughout the day. 
Schenectadians take it shopping, and ask for products 
they saw advertised in that day’s Gazette. 


Youve Got to Know 


SCHENECTADY 


to know why 
the GAZETTE 
is FIRST! 


and its newspapers from a 


Come, spend some time in Schenectady—as your sales 
representatives, jobbers and retailers do. 
see why the Gazette leads in producing sales for ad- 


You'll soon 


the Gazette a warm-hearted 
It goes into the 


Yes, know Schenectady, and you'll select the Gazette! 


The GAZETTE:S ist in cincuLation, 1st in ADVERTISING 
and Ist in READER RESPONSIVENESS 


National Representatives: REYNOLDS-FITZGERALD, INC. 
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Enamel Institute 
Adopts Emblem 


WASHINGTON—Porcelain Enamel 
Institute has adopted a new ad- 
vertising emblem to identify por- 
celain enameled products in man- 
ufacturer’s and retailer’s ad copy. 

The new emblem was selected 
following a survey, by the insti- 


maT LIFETIME FINISH” 


tute’s market development com- 
mittee, of more than 7,000 adver- 
tisements of porcelained products. 
The great variety of terms used 
in the description of enameled 
products was found to be a handi- 
cap to market expansion, and the 
new symbol was designed to solve 
the problem. 

All advertisers of bona fide 
products on which the major part 
of the finish is porcelain enamel, 
including wholesalers, distributors 
and retailers, may secure copies 
of the emblem from the Porcelain 
Enamel Institute, 1010 Vermont 
Ave., N.W., Washington 5. 


Marshall Field 
1Store Launches 


Hostess Service 


Cuicaco—Marshall Field & Co. 
has started a new hostess service, 
believed the first of its kind. The 
department store announced the 
service in full-page newspaper 
space here last week. 

The 10 hostesses last Monday 
began conducting morning and 
afternoon tours of the  block- 
square store, directing customers 
to the departments they sought 
and helping to find lost offspring. 
Trained quietly by Field’s for 
months, the hostesses will help 
shoppers in a wide variety of 
ways, both in the store and by 
telling them where to find what 
they want elsewhere in Chicago. 

The hostesses wear special 
greige suits and felt hats with 
white cockades, designed by Hat- 
tie Carnegie. 


Lombardo Follows Franz 


Jack Franz, with Pacquin, Inc., 
in charge of sales for the New 
York area, will retire on Jan. 1 
after 17 years with the company. 
Frank Lombardo, who joined Pac- 
quin in 1929, and currently is in 
charge of sales in New England, 
will sueceed Mr. Franz. He will 
move to New York immediately 
and work with Mr. Franz until 
Jan. 1, James P. Kelly, formerly 
4 promotion representative of the 
manufacturing division of McKes- 
son & Robbins, will succeed Mr. 
Kelly in New England. 


Gaines Continues Show 
Gaines division of General | 
Foods Corporation, New York, | 
again next fall will sponsor “Juve- 
ule Jury,” to be heard on 90 
Mutual ‘stations Sundays from | 
»:30-4 p.m. EDT, and rebroadcast | 
‘or Pacific Coast states at 12:30) 
Dm. PST. The panel-of-young- 
‘ers show was launched for | 
aines dog food last winter. Ben- | 
on & Bowles is the agency. 


xxtends Canadian Ads 


Canadian Chromalox Company, | 
‘oronto, will launch an increased | 
ampaign. for electric heating and | 
ange units, beginning in Septem- 
r in Canadian business papers. | 
"he Toronto office of Russell T. | 
elley is in charge. 
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Pratt Moves to Coast 


Donald L. Pratt, a member of 
the news staff of Fairchild Publica- 
tions, New York, for the past 26 
years, has been appointed special 
assistant to Harry T. Martindale, 
Pacific Coast director. Taking 
over about Sept. 1, Mr. Pratt will 
work from the Fairchild news bu- 
reaus in San Francisco, Los An- 
geles, Portland and Seattle. 


Greenfield in New Post 


Albert Greenfield, formerly ad- 
vertising manager of Cresta Blanca 
Wine Company and later director 
of packaging for Schenley, has 
been appointed advertising and 
public relations manager of Wm. 
R. Whittaker Company, Los An- 
geles, manufacturer of the Micro 
16 camera. 


Magnin’s Expands Drive 


Joseph Magnin’s, northern Cali- | 


fornia and Navada specialty shops, 
has scheduled full-page ads in 
Charm, Glamour, Harper’s Bazaar, 
Mademoiselle and Vogue, to fea- 
ture its fashion personality pro- 
gram, reflecting the modern, func- 
tional designs of the new Sacra- 
mento and Palo Alto _ stores. 
Barbara Steele, formerly of Bon- 
wit Teller, New York, has been 
named to the art staff. 


WTAG Appoints Fuller 


Andrew C. Fuller has been ap- 
pointed publicity-promotion direc- 
tor of Station WTAG, Worcester, 
Mass. He succeeds Philip R. 


Jasen, who has become the sta-| 


tion’s first 


director of sports 
broadcasts. 
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of the finest perfume 


and cosmetic advertising 


Also publishers of DRUG AND COSMETIC INDUSTRY — 
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SAMPLE QUESTION FROM OUR NEW SURVEY, ‘‘WHAT’S IN YOUR MEDICINE CHEST?” 


WHAT MAKES MOTHERS CHOOSE ONE BRAND OF DRUGS, RATHER THAN ANOTHER? 
@ 92.1% of Parents’ families buy drugs on the recommendation of their physicians 

@ 69.0% of Parents’ families buy drugs because they recognize brand names 

@ 43.0% of Parents’ families buy drugs because the product carries a Seal of approval 


@ 29.8% of Parents’ families buy drugs on the recommendation of a drugstore clerk 


Send today for free copy of new survey, ‘What's in Your Medicine Chest?” 


PARENTS’ MAGAZINE 


52 Vanderbilt Avenue, New York 17 
Boston » Chicago + Atlanta + San Francisco 


Now delivering more than 1,100,000 circulation 


Stop and take a look into the chest 
—the medicine chest—in the homes of 
PARENTS’ MAGAZINE’s families with 
children. PARENTS’ MAGAZINE announces 
the completion of its new, useful and 
comprehensive study of the medicine and 
drug needs, wants, and buying habits 

of families with children. And it’s 


yours for the asking. 
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The PARENTS’ SEAL @oyrrrrmnyr) 
inspires confidence MPytTItt 
and increases sales! sina 
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DON’T BE AFRAID to 


fill your catalog pages 
with sizes, weights, 
colors—dealers want 
all information at their 
fingertips. 2 
DEALERS’ DIREC 
ISSUE OF BUIL 
SUPPLY NE 
(Closing October Ist) 


Toni Waves at 


Daumit Spot on 
Breakfast Club 


New York — Toni, Inc., which 
|next year plans an advertising 
| budget of $5,000,000, 
is set to take over Kay Daumit, 
\Inc.’s daily 15-minute spot on the 
| “Breakfast Club” over ABC. 

The Colgate - Palmolive - Peet 
|subsidiary discontinued sponsor- 
ship of the 9-9:15 niche on the 
Don McNeill broadcast, effective 
| Aug. 29, following a disagreement 
with the net over commercials. 

When R. N. W. Harris, presi- 


MIDWEST 
BINDERY 


549 WEST WASHINGTON STREET, CHICAGO @ 


PASTING & BINDING 
COLOR PRINTS FOR 
SPECIAL SALES EDITIONS 


reportedly | 
“Ladies Be Seated,” 


|dent of the home permanent wave 


company, was here recently for 
the debut of Toni’s new NBC 
show—a _ songfest starring Mel 
Torme—he said the company 
probably would add another net- 


work show to its advertising 
schedule. 
Already Toni pays the bill for 


across the 
board over ABC, “Give and Take,” 
Saturdays at 2 over CBS, and 
“Meet the Missus,” on WCBS. 

Mr. Harris pointed out that 
audience participation shows, via 
Foote, Cone & Belding, had done 
a “marvelous selling job” for 
Toni’s products, and suggested 
that the company might be inter- 
ested in backing another show of 
the same type. 


Appoints George Buente 


Packer’s Supply Company, 
Montclair, N. J., manufacturer of 
machinery and equipment for 
meat packers, has appointed 
George P. Buente, Inc., New 


York, to handle its advertising. 


90% = 


ceed AUDIENCE 


Qe | fi 


‘89% . 


DAY MES: - S46 


* B.M.B. 


... that’s in the 
“Triple market” * 
listening area 


ROCHESTER 


MINNESOTA’S INTERNATIONAL MARKET 


static-free station. 


* 


neries in the world are located. 


INTERNATIONAL. 350,000 International visitors from all parts of 
the world visit Rochester every year and KROC is their only 


METROPOLITAN. 34,000 able-to-buy consumers live and work in 
Rochester, where some of the largest plants, hatcheries and can- 


" RURAL. 87,200 Rural consumers reside in the KROC primary 


coverage area . 


local interest programs. 
Population Families Radio Homes % Radio 


. . listen and respond to NBC's top stars and 


Primary Coverage Area 256,453 65,272 59,030 90.0 
Secondary Coverage Area 252,557 _ 66,075 58,529 88.6 
Total Primary & Secondary $09,010 131,347 117,559 89.4 
Plus 350,000 annual International Visitors. .. 
RESULT; $350,532,000 annual Retail Sales in the KROC Triple Market Area. 
EVERYONE Minnesota Network 
DIALS TO Northwest Network 


shed 193. 


IN ROCH ESTER, MINNESOTA 


Nationally represented by the John E. Pearson Company 


mannan cua, | 
oo 


ELEC 


RRA 


| : You fo See the Latest 
invites Youte S Material 


soort Handling Equipment 


van msn 


PROMOTES TOOL SHOW EXHIBIT—Automatic Transportation Co., Chicago, 

manufacturer of electric industrial trucks, is using this outdoor poster to pro- 

mote its exhibit at the machine tool show, which will be held at the Dodge- 

Chicago plant Sept. 17-26. The sign stands on the Cicero Ave. approach to 
the plant. Ruthrauff & Ryan, Chicago, is Automatic's agency. 


London Dailies 
Forced to Raise 
Space Rates 


Lonpon—Newspapers here, hit 
by reductions in size and by circu- 
lation pegs, plus higher newsprint 
costs, have announced various 
rate increases and other changes 
to increase their revenues. 

The cost for running one-inch 
ads has risen from £15 to £20 in 
the London Daily Express; from 
£12 to £14 in the Daily Herald; 
from £12 to £15 in the Daily Mail, 
and from £10.10s. to £12 in the 
News Chronicle. The Daily Mir- 
ror and Sunday Pictorial have not 
increased the rate per column 
inch, but on Sept. 1 will reduce 
column width to one and a half 


finches from one and three-fourths 


inches, in a change from six to 
seven columns. 

Other substantial rate increases 
are being made by the Evening 
News, Evening Standard, Sunday 
Dispatch, Observor, The People, 
Picture Post, Radio Times and 
others. 

Apparently circulation prices 
are not to be increased. Of all 15 
London dailies, 10 sell for a penny 
and only one (the Times) sells for 


as much as threepence. 
Newspapers will probably in- 


crease the proportion of space al- 
lotted to government campaigns. 


The previous maximum size of | 
government ads—five and a half 


inches by two columns—will be 


continued, despite reductions in — 


amount of space available to ad- 
vertisers. 


‘It’s In the Cards,’ 
WGAR Tells Admen 


An increase in bridge and gin 


rummy playing, as well as in 


knowledge of the WGAR, Cleve- © 


land story, is likely to result 
from the promotion mailing to ad- 
vertising men and agencies, com- 
prising a deck of WGAR playing 
cards and a spiral bound “score 
pad” telling the station’s story in 
bridge players’ language. 


ads - brochures - catalogs 
publications set to 
your complete satisfaction 


nography 


composition 
161 West Harrison Street - Webster 7936 
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Pick 
the 
best 


The Veritone Company 
57 W. Grand Avenue 
Chicago 10 

Whitehall 5957 
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almost completely recovered. 
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70 Papers Send 
Food Editors 
to New Orleans 


Cuicaco—Newspaper readers 
will probably get more than their 
normal share of Southern and 
Creole recipes from food pages 
this fall, following the Newspaper 
Food Editors’ Conference to be 
held in New Orleans the week of 
Oct. 27. 

Probably 70 papers will send 
their food editors to the traditional 
home of fine cooking that week 
for the conference, sponsored, like 
its predecessors, by the American 
Association of Newspaper Repre- 
sentatives, with J. G. Sawyer Jr., 
Sawyer - Ferguson - Walker Com- 
pany, in charge. 

A score or more of food adver- 
tisers, including Wesson Oil & 
Snowdrift, Penick & Ford, General 
Electric, Ekco Products, General 
Foods, American Meat Institute, 
Borden, Staley, American Gas As- 
sociation, the margarine institute 
and others, will entertain the food 
editors and give them a short 
course in the newest developments 


in food, nutrition, preparation and 
serving. 


Colorado Fuel Adds 
E. O. Shaw Agency 


Colorado Fuel & Iron Company, 
recently consolidated with Cali- 
fornia Wire Cloth Company under 
Wickwire - Spencer Company, has 
appointed E. O. Shaw Advertising 
Agency, Denver, as western ad- 
vertising counsel. Fuller & Smith 
& Ross, New York, continues as 
eastern advertising counsel. 

Trade and farm publications 
will continue to be used in pro- 
moting the company’s products, 
including wire fences, industrial 
screens, grader, bulldozer and 
snow blades, rails, ties and poles 
for railroads, etc. 


CBS’ Atlass Dramatically 
Rescued on Yacht 


H. Leslie Atlass, CBS central 
division vice-president and gen- 
eral manager of Station WBBM 
in Chicago, was dramatically 
saved from death Tuesday after 
suffering a heart attack on his 
yacht in Lake Michigan. 

Quick action by his physician, 
following a 25-mile ship-to-shore 
phone call, brought a fire depart- 
ment inhalator squad out to meet 


Atlass reached a hospital he had 
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Teacher ines pretest as 
teacher tells pupils .. . pupils 
tell parents see pareate and 
teachers buy .... millions of 
pre-sold kids grow vp te by 
customers. 

25,000,000 youngsters now 

in grade and high schools. me 


"N. Y. Times’ 
Study Reveals 
Vacation Plans 


New YorK—A vacation travel 
study made last May by the New 
York Times shows that, of 2,522 
people interviewed, a plurality of 
vacationers will spend between 
$200 and $500 and take two weeks 
to do it this summer. 

The study was made during the 
International Travel Exposition 
at Grand Central Palace. It shows 
that a third of those questioned 
prefer to take their vacation in 
July, with August next in pref- 
erence (22%). The same percent- 
ages—33 and 22%, respectively, 


applied to plans for two-week and 
three-week trips. 

Slightly more than a third said 
they would spend from $200 to 
$500 on their trips, 27% planned 
to spend $500 to $1,000, 21.8% 
would spend $1,000 to $2,500. Of 
those questioned, 84% planned to 
take a vacation this year. Most 
said they would vacation in New 


York, New Jersey or Pennsyl- 
vania. 


Smithcraft to Franklin 


Smithcraft Lighting Division, 
manufacturer of fluorescent light- 
ing fixtures, has appointed Frank- 
lin Advertising Service, Boston, to 
handle its account. Business pa- 
pers, consumer publications and 


direct mail will be used. 
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“Arrest Cancer — 
It's Wanted 
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' Memorial Fund. 
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announcement for a very good reason. By 


telling the huge radio audience that a recognized, impartial organization 


read and judged every entry, the sponsors avoided any possible ill will 


factor in contest promotion! 


More and more of the contest public is becoming aware of Donnelley’s 


system that guarantees careful evaluation of every entry. 


There are many other angles about contest judging that we would like 


to tell you about. Why not call us in and get our thinking on the subject 


ONNE 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS NEW 
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LLEY CORPORATION 
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JAMESTOWN, N. Y. 
has total bank deposits of 


$69,000,000 


The successful key to 
maximum sales is the . . . 


JAMESTOWN 
Post-Journal 


ONLY Daily Newspaper 
Clreulation 


Population 
25,748 ABC 51,336 ABC City Zone 


National Tea Co. 
Buys 48 Standard 
Stores in Indiana 


Cuicaco — National Tea Com- 
pany, on Aug. 30, will acquire 48 
new grocery stores in Indiana—45 
of them in Indianapolis—from the 
Standard Grocery Company of In- 
diana. 

National expects to expand the 
number of stores in Indiana to 150 
or more, as the acquisition in- 
cludes more than sufficient ware- 
house space to take care of that 
number, H. V. McNamara, presi- 
| dent, announced. 

The stores will continue to be 
operated under the Standard 
name. They include 16 large 
supermarkets, 11 “superettes” and 
= “service type” units .All but 
| three have meat departments. 
Chester Jackson, 


DEALER HELPS 


WOOD - METAL+ GLASS - MIRROR = WIRE = PLASTIC 


AGO 11, ILLINO!S” 


FODUCEKS 


Exclusive Display Soles Agents for 


NEWTON, 1OWA | 
METAL & MIRROR DISPLAYS _ 


Wi 
that offers adve 
4 definite sav? 


president of 


JULY SALES OF 


CHAIN STORES 


*Not included in totals. 


July % Gain ——— Seven Months ——~, % Gain 
Food Chains 1947 194 or Loss 194 1946 or Loss 
. | eae aoe es BR OS Bes eRe egy ee eat 
a SSeS 56,800,256 38,347,199 +48.0 396,795,799 274,822,354 -+-44.0 
National Tea ............ 15.540.126 107531294 +445 107,978,037 74,169,609 +45.6 
OO oe 84,952,937 60,135,642 +41.3 579,323,594 424 923,972 36.3 
Group Total .......... $157,333,319 $109,236,135 +44.0 $1,084,097,430 $ 773,915,935 -+440.1 
Mail Order 
Sears, Roebuck ........ $147,626,856 $121,836,191 +21.2 $ 909,651,326 $ 729,168,852 +24.9 
ME, vs sehp Mas P0005 1 6,379 836 6,621,101 —3.6 63 678,465 51,334,659 +24.1 
Group Total ........... $154,006,692 $128,457,292 +19.9 $ 973,329,791 $ 780,503,511 -+424.7 
Drug Chains 
Dn Ree eer ne $ 1,719,195 $ 1,258,240 —6.3 $ 12,423,543 $ 12,106,995 2.6 
WOR. Ga esicdcadia ides 12,501 022 12,037,876 +3.8 85,654,003 79 525 389 7.7 
| 2 eee $ 14,220,217 $ 13,296,116 +6.9 $ 98,077,546 $ 91,632,384 +7.0 
Variety and Miscellaneous 
tAngerman Co. ......... $ 509,069 $ 507,744 +3.1 $ 3,315,388 $ 3,572,071 —7.2 
BONG SOMES o.ncscesssves 4,053,376 4,349,425 —6.8 43,001 ,491 36,102,994 +19.1 
Se Peer 10,357,845 13,298,597 —22.| 73,380,872 86,017,361 —14.7 
Consolidated Retail Stores | 743,783 1,785,246 —2.3 16,557,464 17,012,324 —2.7 
IE, cccicesenceus 5,148,163 4,951,702 +4.0 38,697,538 36,704,380 -+5.4 
a a” a; See 600,4 697,137 —5.3 4,099 397 3,999,737  +2.5 
SS) eer 15,050,685 14,399,155 +4.5 110,677,584 107,437,604 -+3.0 
BPIOlY SPOTER .cccccccecs 753,114 598,391 +25.8 2,620,535 2,006,431 -+30.6 
tinterstate Dept. Stores. 4,303,148 3,604,579 -+19.4 28,176,228 23,378,999 -+-20.5 
a er ere 19,147,140 18,066,430 +6.0 134,430,433 125,663,647 -+-7.0 
SS Oe 10,720,898 10,866,276 -+1.3 81,157,160 76,624,521 +5.9 
Lane Bryant, Inc. ........ 3,221,510 2,759,046 +-16.8 29,204,125 25,968,140 +12.5 
NE ess Gas eins 4a es Ga 8,664,975 7,518,518 -+-15.2 50,436,089 47,036,623 +7.2 
Melville Shoe ........... 4,377,045 3,530,377 +24.0 33,109,821 33,527,794 +-13.7 
RSC etre 6,425 569 6,173,883 +-4.1 45 233,336 41,901,567 +7.9 
McLellan Stores ....... 3,686,224 3,573,914 +3.) 21,133,109 21,364,500 —I.! 
Murphy, G. Gy ..ccccceds 8,530,533 8,299,255 -+2.8 58,840,394 56,679,672 yoy 
OO »= OO Saree 3,554, 3,366,090 -+5.6 24,487,389 23,001 ,838 6.4 
Newberry, J. J. ......... 8,158,427 8,336,496 —2.1 57,845,359 56,376,305 +2.6 
Ae Sl A ee 53,521,240 47,731,728 +12.1 375,582,689 332,032,626 +13.! 
Western Auto ........... 11,311,000 8,443,000 +34.0 64,139,000 56,155,000 +14.2 
Group Total .......... $183,838,916 $172,856,989 +64 $1,296,125,40! $1,212,564,134 +69 
Combined Total ...... $509, 399,144 $423,846,532 +20.2 $3,451,630,168 $2,858,615,964 -+20.7 


p> a figures cover six month period. 
Cumulative figures cover nine month period. 
aCumulative figures cover ten month period. 


Standard, will be added to the 
board of directors of National Tea 
Company. National operates 
chiefly in Chicago, the Twin Cities 
and Milwaukee areas. The chain 
is said to be controlled by John 
Cuneo, head of Cuneo Press here, 
and associates. 


CHAIN, MAIL ORDER 
VOLUME GAINS 22% 

WaASHINGTON—Chain stores and 
mail order houses did 22% more 
business in the first half of 1947 
than in the same six months last 
year, the Department of Com- 
merce has announced. 

The gain was led by an “unpre- 
cedented” increase in grocery 
chain volume, the department 
said. “The stores increased their 
sales over the comparable 1946 
period at twice the rate recorded 
for the composite of all chain 
stores and have held a relatively 
stable level since January of this 
year.” 

June sales of chain stores and 
mail order houses totaled $1,966,- 
000,000, up 19% from June last 
year. For the first six months, 
sales totaled about $11,500,000,000. 


Agency Adds 9 Accounts 


Conley, Baltzer, Pettler & 
Steward, San Francisco, has been 
appointed to handle the following 
accounts: M. Greenberg’s Sons, 
San Francisco, bronze products; 
Flecto Company, Berkeley, Cal., 
paints and varnishes; Cameron & 
Co., Napa, Cal., shirts; Geo. E. 
Smithburn Company, Berkeley, 
farm cultivators; Wester Pine 
Supply Company, San Francisco, 
pine products; W. F. Heine Sup- 
ply Company, Oakland, aluminum 
molding; S. E. Hall Company, 
Berkeley, farm equipment; Rudi- 
ger-Lang Company, Berkeley, 
window screens, and Universal 
Factors, San Francisco, exporter. 


3 Advanced by Glidden 


Paul E. Sprague, vice - presi- 
dent of the Glidden Company, 
Cleveland, has been appointed as- 
sistant to the president. John P. 
Ruth, a director and general man- 
ager of the chemical and pigment 
division, and Ralph G. Golseth, 
formerly assistant vice-president, 
have been elected vice-presidents. 


R. B. Barton Retires; 
Haupt Takes Over 


R. B. Barton, vice-president in 
charge of the Chicago office of 
| Batten, Barton, Durstine & Osborn 


| for eight years, has retired from 


_active management of the office to 
devote more of his time to private 
interests. 

Henry H. Haupt, vice-president 
and director of the agency, will 


Nielsen to Add 
Variety Store 
Index to Service 


Cuicaco — A. C. Nielsen Com- 
pany last week formally an- 
nounced a new service, the Niel- 
sen Variety Index—a service 
whose launching was first re- 
vealed by ADVERTISING AGE almost 
a year ago, on Oct. 14, 1946. 

The new service will function 
in the variety store field in the 
same manner in which Nielsen 
services now operate in the food 
and drug field. Basis of the serv- 
ice is a carefully selected cross 
section of stores in which periodic 
audits are made on inventory, 
sales and purchases. 

The Nielsen Drug Index has 
been operating continuously since 
1933, and the food index since 
1934. Both have been extended to 
England and Canada, and Arthur 
C. Nielsen, president of the sta- 
tistical organization, returned 
from Europe Thursday, after an 
extensive study of the possibili- 
ties of extending the services to 
other European countries, particu- 
larly in Scandinavia. 

First reports in the new variety 
setup are scheduled to reach sub- 
scribers about Oct. 1. While Niel- 
sen announced no list of variety 
clients, it reported that first cus- 
tomers for the service comprise 
drug manufacturers already using 
the drug index, whose products 
are sold in considerable volume 
through variety stores. 


Leo Burnett Opens 
Los Angeles Office 


Leo Burnett Company, Chicago, 
has opened new offices at 411 W. 
Fifth St., Los Angeles, to handle 
Globe Mills, Santa Fe Railway and | 
other accounts. Owen Smith is 
manager of the office. 

Bob White, formerly with J. 
Walter Thompson Company, Chi- 
cago, is copy chief; Lee Stanley of 
Burnett’s Chicago office is art di- 
rector, and Ray Kiplinger, for- 
merly with Milton Weinberg Ad- 
vertising Agency, is production 
manager. 


Appoints Sive Agency 

Grandpa Soap Company, Cin- | 
cinnati, has appointed Leonard M. | 
Sive & Associates, Cincinnati, to 
direct an advertising and sales | 
promotion campaign. National} 
magazines will be used. | 


Adds Building Service 


Meyer Both Company, Chicago, | 


has packaged a new promotion | 
campaign to help newspapers — 
advertising to building material | 


| be in charge of the Chicago office. | dealers. 


Advertising Age, August 16 ry 


Winthrop Chemical and 
Sterling Drug to Unite 


Effective Sept. 1, the sales staffs — 


of Winthrop Chemical Company, 
Rensselaer, N. Y., and Frederick 
Stearns & Co., Detroit division of 
Sterling Drug, Inc., will be merged 
into a single organization, selling 
the products of both firms. 
Joseph G. Noh, vice-president 
and director of sales for Winthrop, 


will be sales manager of the > 
Cc. W.G 


merged groups, while 
Schafer, Stearns’ assistant sales 
manager, and A. W. Jensen, Win- 


throp field sales chief, will act as 


assistant sales managers. 


Gair Buys Carton Firm 


Robert Gair Company, New 
York, has acquired the Egg Safety 
Carton Corporation, New York. 
Since 1933 there has been a close 
business relationship between the 
two, under which from 1933-1944 
Gair manufactured all cartons sold 


by Egg Safety, and since has sup- 7 
plied substantially all Egg Safety’s — 


requirements of paperboard. Gair 
will operate the egg-carton busi- 
ness as a separate department in 
the folding carton division. 


Ltd 


— unless you 
make STORE 
EQUIPMENT or 
CONSTRUCTION 
MATERIAL 


—or if you’re an agency with 
accounts in this field. In 
either case it is definitely your 
business’ to know that you 
have a direct opportunity to 
get a good slice of the 605- 
MILLION - DOLLAR 


CHAIN STORE EQUIP- 
MENT MARKET—through 


DECEMBER 15, ‘47 


More than 15,000 store 
equipment and supply buyers, 
construction department 
heads, architects, operating 
executives and other key men 
of more than 7,000 chains in 
all retail fields will use this 
Directory for a full year to 
locate sources for the prod- 
ucts and services they need. 


Your Catalog advertisement 
in this issue will be ready to 
do a selling job for you every 


time a chain store man refers | 


to this Directory! 


If store equipment is your 
business, make it your busi- 
ness to get all the facts about 
this huge market. 


CHAIN STORE AGE 


185 MADISON AVENUE 
NEW YORK 16 
A.B.C.-A.B.P. 
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PLOWING BEE for injured farmer in the Palouse district south of Spokane. Eighteen huge tractors with 108 plows ganged behind them cut a 


« 7 


swath of more than 160 feet wide as they wound their way over the rolling hills. The injured farmer’s 350 acres were plowed in one day. 


DRAMATIC NEWS PICTURES are an important part of 
every issue of The Spokesman-Review and Spokane Daily 
Chronicle. Associated Press Wirephotos transmitted to the 
Spokane newspapers’ plant from all over the world are 
supplemented by pictures taken by ace photographers on the 
local staffs of the two dailies. 


Typical is the news picture above. First published on 
the front page of The Spokesman-Review, April 2, day after 
the ‘‘bee,’’ this picture created national attention. It was 
distributed widely by the Associated Press to member news- 
papers. LIFE featured it as ‘‘Picture of the Week’”’ in its issue 
of April 14. 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 


This dramatic presentation of a neighborly act was of 
special interest in Spokane and Inland Empire because of the 
great importance of farming in this area. In 1946, Inland 
Empire farms grossed $417,645,000 — average income per 
farm, $8,915. 

Returns from Mines, Lumber Mills and newer industries 
created by power from Grand Coulee Dam swelled the 
Spokane Market’s gross spendable income in 1946 to 
$1,019,006,000. 

The dominating circulation and high readership of The 
Spokesman-Review and Spokane Daily Chronicle enable 
advertisers in these dailies to secure outstanding results in 
the lucrative Spokane Market. 


Color Representatives, SUNDAY SPOKESMAN-REVIEW Comic Sections: Metropolitan Group 
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. eld & Stream. The builder of a 
mpe of boat writes: ‘‘We were pleased to 
agazines by as much as 3 to 1*...” 
y advertisers who make Field & Stream 
t’’ on their outdoor lists will tell you: It's 
e important to reach the key sportsmen 
reach the most people! 


Proof of results from the advertiser 
— testimonial letter files of Field & Stream 


at the Point-of-Sale 


A recent survey among sports 
dealers asked, ““Which outdoor 
magazines do sports dealers turn 
to for suggestions regarding .. . 
goods to stock...’’** The dealers’ 
first choice by a wide margin 
was Field & Stream. This is 
proof of Field & Stream’s influence 
at the point-of-sale—and proof of 
the fact that dealers are interested De 
in selling products advertised in 
this magazine. 


Proof of dealer influence pr 

**From Richard Manville dealer 

survey. usi 
of 
sp 
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Double exposure means more sales. Field & Stream 


provides “double exposure.” That’s why—more advertisers 
used more space in Field & Stream for the first 6 months 
of 1947 and for the past 36 years than in any other 


sportsman's magazine. 


tas 


. ear FIELD & STREAM 
|Z 

ie S L a Magazine X 
+ SZ] SFY <p 
SS Z SZ VQ 


The above illustration is a comparison of the adver- 
tising linage carried by the three leading sportsman’'s 
publications for the first 6 months of 1947. 


‘ 


boating equipment 
manufacturers used more 


space in Field & Stream 
for the first 6 months 
of 1947 than in any other 


sportsman’s magazine. 
f$ These advertisers appreciate 


i THE LEADER— More 


provides. 


the double value that 
: “double exposure” 
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Helmars and Murads. 

At the end of the 19th century, 
the old American Tobacco Com- 
pany had been formed, a coop- 
erative trust including the Dukes, 


30 
’ . ' 
Lorillard Story 
s 
Repeats History Arents, Butlers, Emerys and a 
ie |Site en ete 
of Fabulous Firm pobre "atens Lorillard joined, 


it insisted that its brands be kept 


R di Pp . on the products which the com- 
adio, Fremiums, bine manufactured. 


Contests Spark In 1911, the Supreme Court 
broke the old American Toba 
Old Gold Sales er penta el 


“ 


|Company into 14 new companies, 
including a reestablished P. Lor- 
illard Company. Out of the shake- 
up it acquired rights to 29 brands 
of cigars, 15 brands of scrap 
tobacco, 20 plug tobaccos, 8 brands 
of granulated tobaccos, etc., in- 
cluding a cut plug called Old 
Gold. 


Launches Old Gold 


The cigaret business got its big 
boost from World War I; the 


}shadow of effeminacy had been} 


dispelled, and women were be- 
ginning to smoke. In 1925 the 
company started preparations for 
launching a cigaret, conducted ex- 
tensive blindfold tests to discover 
the blend best liked by smokers. 
In 1926 Old Golds started in New 
England, and by 1927 the company 
was using a “Voice from the Sky,” 
an airplane equipped with a 
piano and _ loudspeaker, Clare 
Briggs cartoons, and “Not a cough 
in a carload.” 

Briggs is still remembered by 
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Lorillard with a pipe tobacco 
named for him. 

In 1929 it went into network 
broadcasting, introducing Paul 
Whiteman to network radio, and 
subsequently ushered Fred War- 
ing into the radio spotlight. 


Puts Money in Packages 


In 1860, when it was celebrating 
its centennial, the company is- 
sued Century tobacco, and a few 
years later, with the Civil War 
over, the company needled its 


New York—lIn_ 1760, Pierre 
Lorillard, then a young man who 
had recently finished his ap-)| 
prenticeship as a snuff-maker in) 
New York, went into business in| 
a small house on Chatham Street | 
“near the gaol.” The history of 
the building of the company and 
the developing of its trademarks 
is told in “The Lorillard Story,” 
a privately printed book issued 
last week. 

After Lorillard’s sons, Peter 
and George, went into the busi- 
ness in 1780, the Lorillards be- 
gan advertising, first in news- 
papers (1789), later by direct 
mail. 

The company’s snuff was widely 
imitated, and it warned postmas- 
ters of these imitations, sending 
along sample list prices. Not only 
did the postmasters learn about 
the company, but many of them 
asked for sales franchises in their 
communities. Shortly, postmas- | 
ters were agents for a variety of | 
lines, before the trend ran its | 
course. 

Lorillard’s prime business was | 
snuff and chewing tobacco in those | 
days, and the company was the 
first to brand its chewing plugs | 
with a tin tag. 


Cigaret Volume Gains 


Meanwhile a forgotten French 
artilleryman had _ invented the 
cigaret, and between its invention 
in 1832 and 1885, the volume of, 
cigaret production in the U.S. rose | 
to a billion. Lorillard’s Turkish | 
tobaccos were in the vanguard, | 
with such brands as Ante, Ca- 
boose, Heartsease and others, and 
such cigarets as Egyptian Deities, | 
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SOAP _ 
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You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- | 
ers, too, as shown by their ’ 
enthusiastic tie-in promotion at  —s_* 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


 ——————— 
WIBW 
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sales by packing $100 a day int | $100,000. The second offered|ages, and pioneered in wrapping | some land in Orange County, New 
packages—Monday a $100 bill into | $250,000. Hundreds of thousands|its packs in cellophane. York, changed it to the Tuxedo 
one package, Tuesday two $50) of people entered the contests, re- Lorillard pioneered in employe | Park Sporting Club for himself 
bills, Wednesday five $20 bills,| ports Maxwell Fox, who wrote/| relations, published a house maga- and his friends, finally saw it de- 
Thursday ten $10 bills, Friday;the book for Lorillard, and the/zine called “Puffs of Wisdom” in | velop into one of the city’s most 
twenty $5 bills, and Saturday /contest caused an unprecedented|the late ’80s, and from 1911-15 | exclusive suburbs. He first adopted 
fifty $2 bills. It kept up the dis-| sale of dictionaries and a run on| published a magazine for its cus- 'the dinner jacket, having one de- 
tribution of money for a year, | libraries’ encyclopedias. (tomers called “Lorillard’s Maga-|signed from a hunting coat, and 
advertised it widely, finally had) a | zine” in which Booth Tarkington’s |named it Tuxedo—the name the 
to stop because of its lottery-like | bane |“*Penrod” first appeared. garment still carries. 


character. _ Nor did it confine its firsts to| The pioneering in employe aa ee = at 

In 1937, the company turned | the promotional field; Lorillard | lations was largely due to Pierre Air France Moves 
to contests. The first offered | used aluminum foil first for the| Lorillard IV, a noted sportsman.| Ajr France, New York, has 
$200,000 in prizes, first prize|inner wrappings of cigaret pack-| He bought the family’s interest in | 


moved its executive offices from 24 


7 Pp EOPLE buy ideas—not products. We want to reach men who possess the type of mind 
which will grasp the idea behind the product or service we advertise . . . men who can 
visualize themselves using that product or service. Alert, imaginative minds naturally are 
attracted to a magazine that is filled with new facts, new ideas, new how-to-do-it tech- 
niques. With such an audience, advertising gets the kind of attention that leads to sales.”’ 


—J. T. CHIRURG 


. a. * JAMES THOMAS CHIRURG COMPANY 


That's the kind of audience Popular Mechanics delivers every month, 
Mr. Chirurg. It’s an audience of active, inquisitive, imaginative “P.M. 


MINDS” . . . minds hungry for ideas that can mean better living . . . 


minds that read ads deliberately and consciously respond. Read- 
ership studies now show more than 3.7 MILLION of these wide-open, 
extra-receptive, male “P.M. MINDS" —a big, result-producing market 


for any man-bought product from shoes to shampoo. 
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State St. to its new Air France 
building, 683 Fifth Ave., which 
for 18 years has been the home of 
the Lehn & Fink Products Cor- 
poration. 


Armando Creditors 
to Meet Aug. 21 


Creditors of the Odnamra Cor- 
poration (Armando Advertising), 
New York, which has filed a bank- 
ruptcy petition, have been ad- 
vised of a meeting of creditors to 
be held Aug. 21 in the U. S. court 
house, New York. 

An amended schedule signed by 
Armando D’Araujo, president, 
listed total liabilities of $115,307 
against assets of $47,045. Among 
its assets were $3,650 in cash, $33,- 
636 cash to be obtained in settle- 
ment of a Gar Wood claim, and 
$3,559 to be collected from Nancy 
Dale Ltd. 


Y&R Adds 3 in Frisco 

Young & Rubicam has added 
the following to its San Francisco 
staff: John Conner, copywriter, 
formerly with Bank of America 
and Shell Oil Company; Vernon 
Liebbrandt, assistant art director, 
formerly in the Coast Guard, and 
Dick Rothlin, assistant production 
manager, formerly in the Marine 
Corps. 


Plans Market Week 


The National Association of Dis- 
play Industries has scheduled a 
market week in New York at the 
Hotel New Yorker, Dec. 5-12. 


—are now available at your 
local art supply dealer 


° SUPERIOR 
ILLUSTRATION BOARD 
sen rag oqoeens pee meuees 
‘ace paper. % heavier than 
z any other illustration board — 


imported or domestic. 

Hot Pressed Surface (H.P.) 

Hard smooth surface for pen and 

ink. Will take che finest cross 

hatched lines without feathering 
or pick-up. 

e Cold Pressed Surface (C.P.) 
Has sufficient texture to take 
wash and water color perfectly. 
Not too rough for pen and ink. 

ee SIZES: 

22''x30°' $ .90 sht. $10.00 dz. 


30x40" 1.65 sht. 17.50 dz. 
e & (Min. mail order 1 doz. sheets) 
’ | MARSH 
BRISTOL BOARD 


Has an in-between surface that is 
neither kid nor smooth but is 
just right for pen and ink work. 


* SIZE: 22” x 30” — 3 ply only 
Per sheet $ 40 
Dozen 4.00 
Pkg. of 50 15.00 
& (Min. mail order | doz. sheets) 


E-Z FRISKET 


An adhesive coated frisket paper 
that comes prepared for immedi- 
ate use. No mess no rubber 
cement no waiting . no 
guesswork. Just strip off protec- 
tive backing sheet. 
Desk Roll: 

24” x 5 yds. $3.00 per roll 


ie Jumbo Roll: 
24” x 20 yds. 10.00 per roll 
PRESTO-TYPE 
oe To ‘set’ your own type headings 


Each plastic sheet contains sev- 
eral complete alphabets in a 
sharp, opaque black or white on 
a crystal clear transparent back- 
ground. Place the self-adhering 
letters directly on your artwork 
: for perfect reproduction copy for 

offset, multilith or letterpress 

75c PER SHEET 

Large selection of type faces 

e available to suit every need 


TRACING, VISUAL 
AND LAYOUT PADS 


e Tracing Vellum Pads (100% 
. fag, transparent, for overlays, 
ty 50 sheets) 
* Ah ra Size 
Sr 11 x 15° $1.00 ea. $12.00 dz. 
Nee” | / 15" x 22 2.00 ea. 24.00 dz. 
“~ v/ Imperial Visual Pads ( White 
~~ transparent, for layouts. 85 
sheets ) 
Send for Size 
14° x 17" $1.00 ec. $10.00 dz 
* — 19 x 24"  2.00ea. 20.00 dz. 
on 


descriptive 
literoture 
A) 


ASK YOUR DEALER TODAY 
or order direct from 
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Appoints G. A. Mabry 


Peieon, aaversne rn Department Stores 


ager of Humble Oil & Refining 
Company, Houston, has been ap-|s 


pointed airman ‘ot the news if Cautious Mood 
Despite High Sales 


ing committee of the oil industry 
in the Gulf-Southwest states. 


New YorkK—Department stores, 
despite record sales and earnings 
in 1946, are viewing the future 
with caution and misgivings. 

In a summary of the stores’ 
position, Business Week reports 
that although 1946 dollar sales 
were 25% ahead of 1945 and 250% 
ahead of 1939, most of the in- 
crease is due to price rises. Al- 
though profits after taxes were 
5.9% of sales—another record 
| figure—the increase was due to 
|the end of excess profits taxes; 


DRUG EDITIONS — 
: oan an 
| th t f ] ied 
GMO NING BY over to profits before taxes has 
‘ been declining since 1944. 
ol 


As everywhere else in business, 
|clipped by a sharp rise in operating 


vt BUY oso 


the men who 


IN 
CHAIN DRUG STORES 


through the 


Circulation is paid! department stores have been 


expenses: from 27.8% of net sales 
in 1945, they rose to 28.1% in 
1946. Remembering that sales in- 
creased 25% during this period, 
this means that over-all operating 
expense rose more than 25%. 

Stores in the over-$4,000,000- 
sales bracket found that total op- 
erating expense per average trans- 
action rose from 81.5 cents in 
1945 to 96 cents in 1946—an in- 
crease of nearly 18%. The biggest 
factor in this rise was payrolls— 
for big stores, payroll cost per 
transaction rose 20%, from 43 
cents in 1945 to 54 cents in 1946. 

Sales Margin Falls 

The magazine recalls that the 
27th annual survey published by 
the Graduate School of Business 
Administration, Harvard Univer- 
sity, shows that average sales per 
employe were greater in 1946 than 
1945, which the report credits to 
higher prices, and adds that, al- 
though no exact figures are avail- 
able, there is increasing evidence 
that the number of sales per em- 
ploye dropped in 1946. 

Gross margin also fell in 1946, 


the iM E Advertising Wiz No4 


A 


Advertising Age, August 18, 1947 


SERVE THESE 
BELICIOUS 


RELATED—Ralston Purina Co. and Nestles Milk Products will launch a related 

selling campaign in October, featuring Nescafe, Instant Ralston, canned and 

bottle fruit and vegetable juices, packaged sweet rolls, melba toast, jellies and 

jams. The promotion will be featured on Ralston's Tom Mix program on 405 

stations of the Mutual net. Gardner Advertising Co., St. Louis, is the Ralston 
agency. 


HOW DO YOU RATE AS AN ADVERTISING EXPERT? 


HERE'S A WAY TO TEST YOUR KNOWLEDGE. 
(Answers below, upside down) 


B. 30,000 clergymen (plus thousands of im- 
portant laymen who can influence decisions 
on church building and improvements). [ ] 
C. 99,000 educators. C] 


D.Thousands of women with children under 
4 (potential buyers of American high chairs). 


from 37.6% of net sales in 1945, sociate editor is Marvin L. Rand, 


to 35.9%, a reflection of lower 
initial markups combined with 
more and bigger markdowns. The | 
value of inventories increased due | 
to low levels at the first of 1946) 
and heavy stocking of goods un- 
available during the war. pao 
ingly, stock turnover dropped 
from an average of 3.4 times in 
1945 (which was a record, how- 
ever) to 5.25 times in 1946. Since 


director of public relations for the 


Metropolitan Milwaukee War Me- | 


morial, Inc. Jack F. Roestel, as- 
sistant advertising manager of 
Chain Belt Company, is business 
manager. 


Gach Opens Office 


Gene Gach, who headed the 
military airplanes division of 
Lockheed’s sales promotion and 
publicity staff, following his re- 
lease from the Counter Intelli- 


Geo. A. Hormel & Co. advertise on the back 
covers of TIME to reach three of the follow- 
ing groups: 

A. Hundreds of America’s most famous 
chefs. 

B. 1,500,000 Time women, in households 
which spend 30% more for variety meats 
than do average U. S. families. 


C. Thousands of café proprietors, to intro- 
duce Hormel’s new midnight-snack dish, 
“Spam-of-Time.” 

D. More than 3,000,000 alert consumers, to 
register and reregister Hormel’s trade- 
mark. 

E. Independent and chain food store oper- 
ators who are always interested in selling fast- 
turnover food products. & 


recording artists. 


music. 


The presence of four of these groups in the 
TIME audience is among the American 
Seating Company’s reasons for advertising 
in TIME: 


A. 33,000 engineers and architects (plus 
hundreds of theater managers, millions of 
theatergoers) 


Theres ALWAYS an EXTRA 
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E. 531,000 men and 612,000 women, who 
belong to civic groups, have a voice in 
school appropriations. 


Columbia Masterworks Records advertise in 
TIME for three of the following reasons: 


A. To increase Columbia's prestige with its 


B. Leading discus throwers prefer Time to 
any other magazine they read. 
C. The Time audience (75% college-edu- 
cated) provides a class market of 1,800,000 
men and 1,500,000 women whose incomes, 
cultural background, and social attainments 
would naturally suggest an interest in fine 


D. Families in Time-high income brackets 
own 3 times as many radio-phonographs as 
do average urban U.S. families. CJ 
E. To start a vogue among an audience of 
1,500,000 influential, pace-setting families 
for musical “flying platters.” 


You can do one thing with your advertising in 
many magazines. But you can do many things 
with your advertising in one magazine—be- 
cause that one magazine has collected as its 
audience a primary readership of 3,000,000 
people who are many things to any advertiser. 


REASON for Advertising in 


aad 


the first of 1947, stores have ruth- | 
lessly cleared their shelves of | gence Corps, has opened advertis- 
shoddy merchandise, and have|ing and publicity offices at 6671 
been careful in new orders. Sunset Blvd., Hollywood 28. 

The Harvard study also shows 
that the percentage of cash sales, 
which rose continually during the 
war, is slipping. It fell from 54.1% 
in 1943 to 46.7% in 1946, and the 
percentage of charge account sales 
rose from 35.7% to 41.4%; returns 
rose, but the 1946 figure, 8.7%, is 
still far below prewar average. 


THE 
STATION 
THAT DELIVERS 


Names Neuman Editor 


Robert B. Neuman, assistant 
advertising manager of Nordberg 
Mfg. Company, has been named 
editor for 1947-48 of “The Torch,” 
official monthly magazine of the 
Milwaukee Advertising Club. As- 
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|both of Porto-Products’ radios. 


General Flectric Porto-Products’ The Smokerette includes a Joins ‘Scholastic’ 


: : Catharine G. Otis, formerly as- need the information 
j . Stewart Warner radio, humidor, | .. +e ’ ‘ 
Smokerette-Radio pipe rack and ash tray. Unlike sistant advertising sales promo 


Galley qs t , that Better Fruit gives 
tion ma f American Home gant PEE 
‘other radios, the Porto-Products | ay rise 3 a 5-IN-1 MAGAZINE 3c eet 3 A Bore 

uys as ar 0 Appeals to Ego | table sets appeal to the eg — ee See Se ee row 
Ss a Oo Oo. | 


: . . rae r Th il 
Publishing Corporation, has joined es, ae ee 


“Our cherry growers 


i ‘Buyers do not think of them in| : Oregon. 
’ - Si (Picture on Page 1) specie ail Anite ealiaiita. thiak ton Pred bn promotion staff of Scholastic, Write for full story. 
NBC § Ni ht Time | Cuicaco — Porto-Products, Inc.| (131 terms a difference not pre-|\°™ *°"™ 1135 S, E, SALMON ST. * PORTLAND 14, OREGON 
g |has introduced a second radio that |”. a Saeeeees See pees 
a man can call his own, with good viously felt in the radio field. | y Teagasc 
New York — General Electric | reason. The company’s previously | Dealer aids are furnished. The | é SR ae ee 


peso 


Company, Schenectady, will re- | introduced Porto Baradio, a com- radios are advertised in trade} ies 


turn to network radio this fall| pination radio and bar, has ap- a poceigeny: v8 - — mail AVAI LAB LE @ Two-Man top flight com- 
after having been out of airwaves | pealed to some men as most fitting OF USS AS SRIES STRNSRS. bination, offering small, me- 


* 


advertising for some time. The) their personalities, as well as| stein a dium ad agencies or manu- 
company has bought the last half | needs. C 0 py facturers Big-Time talent in 
on hase tage rime on| Now Porto nae Cra aan ® | spare hours. Not cheap, but 
"oe taken currently heard | Samberstie-Ratio, wom wee @|Wagenheim to Theodoro S ART you'll be satisfied Rif 
as a summer replacement for Fib- tobacco addict can happily iden-| jack 1. Wagenheim, formerly 


ber McGee and Molly on the S. C. tify himself. The opening con-| with the retail and Soares | Ldeione clients. Box 6776 Ad- 
Johnson & Son show, is the most|S¥Mer advertising appears in the |store staff of the New York Post, FREE LAN CE vertising Age, 100 E. Ohio 
likely choice of talent for the new | Current Esquire. In the Decem-|as_ joined the sales department | es St., Chicago 11, Ill. 


: ‘of Th isi 
G-E broadcast. Present plans are|ber issue the company will run|°!,/heodoro Advertising Service, 


‘ : ‘satel ~~ |national representative of the Post v 
‘ to use commercial time on ory he first full-color page, promoting | and the Home News. ‘ 


show for institutional advertising. 

Waring’s appearance on_ the 
G-E show, which will bow Oct. 6, | 
will be in addition to his daily (11 | 


— 


See: fig OR eee, ae 
sed w+ rl i ia ics RS MBS RMS is Si a ak SS 


a a.m.) broadcast over NBC, twice 
4 ; weekly sustaining, and three times | 
a © weekly sponsored. 
5 ‘Willie Piper’ Set for September 


> ' 

| G-E’s lamp division seeelensty | 
had announced plans for sponsor- | 
ship of “Willie Piper,” a 30-min- | 


} 
7 | 
the | ute drama to be heard at 9 p.m. 


nd, 
le- | Thursdays over ABC. Starting 
as- date is Sept. 4. Batten, Barton, | 
of Durstine & Osborn is the agency | 
l€SS for both shows. 
General Electric bowed out of tO * 
network radio advertising in Jan- Z 
uary when it dropped the “House t | 
the Party” over CBS, because the mr 
of company felt potential customers 
and were irritated by hearing the pro- 
Fe- gram give away scarce appliances 
alli- . 
ti which many of them were unable 
: 1Ss- “ ” 4 
5671 to buy. House Party” is now a 


Columbia sustainer. 
—~ G-E’s most recent nighttime 
2 show was the “Hour of Charm” 


People out for fun spend money 


. . . That’s why serving tourists 
over NBC. A company spokes- 


man said it was not yet decided 
whether the fall advertising 
schedule for the home appliance 
division will include a radio pro- 
gram. 


is an important business in the 
Nashville area. Attracted by his- 


toric buildings, resorts and Ten- 


Holman Joins Dancer 


“ Robert F. Holman, formerly re- 
search director of H. W. Kastor & | 
Sons Advertising Company, Chi-| 
cago, has joined the New York of- | 
fice of Dancer-Fitzgerald-Sample | 
as coordinator of research and. 
market analysis. 


nessee Valley power developments 


— tourists add over 25 million 


dollars yearly to retail sales in 


this market area .. . Total retail 


sales of 356 million dollars make 


a rich territory for your quality 


products—and it can be covered 


for you at reasonable listener 


HOLLYWOOD cost over WSIX. 


is a Big, SEPARATE 
’ MARKET 
RETAIL SALES VOLUME 


(Trading Area—1945) 


$610,257,000 


AMERICAN | : 
ecm Y” COVERS e : 
HOLLYWOOD MUTUAL 
with the ’ 
ieee ice of lennessee's 


Citizen-News 5,000 WATTS © 980KC 


AND ADVERTISER 
HOLLYWOOD, CALIFORNIA 


—— 
NASHVILLE [eee 

WOT 
HIETHIETE 


i 


Capital City 
TTR 


fil ii tiny]; TENNESSEE 
_—— 


ETAL 
t 
HTH: 
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——-_ National Representatives 


STORY, BROOKS & FINLEY, INC. 


Represented Nationally by THE KATZ AGENCY, Inc. 
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Budgeteers Start Piling Up 
Data for ‘49 Money Requests 

WASHINGTON — Though most 
people are still puzzling over con- 
flicting Republican and Demo- 
cratic accounts of 1948 budget 
cutting, more sophisticated politi- 
cal devotees here have already 
written off this year’s victories 
and defeats and are busily pre- 
paring for new battles to come. 

Down in the depths of the fed- 
eral machinery, budget officers 
even at this moment are turning 
to new estimates, to be filtered 
through cabinet officers to the 
Budget Bureau and the White 
House, as part of the 1949 money 
requests, which are released im- 
mediately after Congress 
sembles in January. 

The more alert private interests 
know about this operation, too, 
and lose no time laying the 
foundation for any of their own 
programs which can be linked 
with federal activities. 

For example, the National 
Rivers and Harbors Congress 
proudly tells interested firms and 
municipal officials that the current 
U. S. Congress has appropriated 
$415,541,252—the largest sum in 
history—for river and _ harbors 
work and flood control. 

Without wasting breath, how- 
ever, the congress reminds its fol- 
lowers that Army district engi- 
neers will soon decide how much 
can be “economically and profit- 
ably expended” in the new year. 

The congress thinks that sum 
is $500,000,000. It urges all who 
agree to get busy making their 
views known to the President, the 
Budget Bureau and Senators and 
Representatives. 

* * ca 

President Truman put his sig- 
nature last week to a bill instruct- 
ing the Census Bureau to issue a 
bountiful monthly analysis of the 
production, sales and inventories 
of all animal and vegetable oils 
and fats. Special legislation for 
this report—involving compulsory 
industry cooperation—sailed 
through Congress on adjournment 


Place 


Your MEXICAN Affairs 
In 
COMPETENT HANDS 


) 
) 
Jacques D'Armand 
| 
) 


j 


is now in charge of our 


LATIN AMERICAN 
DEPARTMENT 


Mr. D'Armand, until recently SW Divi- 
sion Manager of the United Press, is 
former general manager of United 
Press in Mexico. 


) 
) 
Has a background as executive, cor- ) 
respondent and advisor covering @ 
period of 20 years in Mexico. 


Now specializing in Public Relations 
and business counsel for firms doing ) 
business or desiring to do business in ) 


MEXICO 


He has the answer to your 
Mexican problems. 


! - oul fo 


303 SOUTHLAND ANNEX BUILDING 
TELEPHONE R-5505 


DALLAS, TEXAS 


as- | 


By STANLEY E. COHEN, Washington Editor 


eve with organized soap, meat 
packing, margarine, cotton seed 
and related interests at the tiller. 
te oo 

The Labor Department is plan- 
ning a drive to tighten state “se- 
curity” measures guarding birth 
and death registrations. Stimulus 
stems from the Children’s Bureau, 
which objects to a custom in some 
states of providing data for mail- 
ing list purposes for a penny a 


name. Children’s Bureau considers 

the custom unfair to unwed 

mothers, since persons compiling 

the lists have access to all re- 

corded information about births. 
* * * 

A special FCC notice last week 
warned broadcasters against 
“block booking” deals which en- 
able advertising agencies to con- 
trol the selection of sponsors, pro- 
grams and talent for particular 
broadcast periods. 

According to the commission, 
these arrangements constitute a 
surrender of licensee responsibil- 
ity, contrary to the Communica- 
tions Act. FCC claims one such 
contract provided for broadcasts 
from a special agency-controlled 
studio; another one let the agency 


take over commercial management 
of the station. 
* * * 

Officials of the Commerce De- 
partment’s office of international 
trade find themselves “in the 
middle’ at the moment. For 
months, they have been promot- 
ing the international trade or- 
ganization, devoted to unfettered 
international trading among pri- 
vate citizens. Now, however, the 
Marshall plan for underwriting 
European recovery is under dis- 
cussion, indicating a continuation 
of “state trading” to channel 
“must” commodities to predeter- 
mined destinations. Only time 


will tell. 
* * & 


Odds and Ends Dept.: By Con-| 
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gressional decree, the 10-year 
period for vets to finance home 
purchases under the G.I. bill is to 
expire on July 25, 1957. . . Gard- 
ner Advertising Company, which 
landed the $850,000 National 
Guard account, was on its toes. 
Gardner haunted National Guard 
headquarters. It was the only 
medium size agency originally in- 
vited to join the 13 “biggest” in 
competing for the account. (Other 
smaller agencies subsequently re- 
quested a chance). Federal 
liquor control authorities have 
dropped a_ proposed regulation 
which would prevent distillers 
from subsidizing liquor store ad- 
vertising. It was supported only 
by Schenley... 

Also: The carry-over of canned 


me Advertist 
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VERTISING directed to business finds its 
surest reading when it is displayed against 
The Wall Street Journal’s most timely reporting 
and interpretation of all vital business news. 
More and more, the busy, influential people in 
every field and function of business have found 
The Wall Street Journal indispensable to their 
business needs. It keeps them fully and promptly 
informed on the developments that affect the 


or magazine. 


decisions they must make daily. 

And more and more, advertisers are recogniz- 
ing The Wall Street Journal as their first buy to 
reach the American business market. They 
know that The Wall Street Journal gives them, 
per advertising dollar, more of the people who 
determine the purchase of their products and 
services than any other publication— newspaper 


EFFECTIVE SELLING TO BUSINESS AND INDUSTRY BEGINS WITH THE WALL STREET JOURNAL 


FACTS YOU SHOULD KNOW ABOUT THE WALL STREET JOURNAL 


to industrial employment—state by state. 


*In June up to 113,807 


** In June up to 209,382 


Reader traffic average 75.6% of all pages (Daniel 
Largest business reporting staff of any publication 


1947 winner of the Pulitzer Prize for distinguished 


@ Net paid circulation, March 1947—102,996* a 
@ Total identified readership, March 1947—189,492** ial 
@ More than 94,000 of its readers are top manage- © in the world. 
ment executives—owners, managers, department e 
heads, and executives. editorial writing. 
@ Geographical circulation conforms almost exactly a 


A front page acclaimed as the most readable of 
any newspaper in the nation. 
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fruit and vegetables amounted to 
125,000,000 cases this year com- 
pared with 60,000,000 a year ago. 
Canners concede warehouses are 
bulging; would like to sell the 
government the idea of exporting 
canned food. Commerce Depart- 
ment forecasts a general decline 
in fruit and vegetable packs dur- 
ing the year... For the first time 
since it was founded in 1915, the 


publication “Monthly Labor Re-| 


view” has undergone a face lift- 
ing. Boasting a 10,000 circulation 
at $3.50 a year, the journal carries 
statistical series on employment, 
earnings, prices, wages, hours of 
york, construction, etc. The new 
version also offers a digest of 
recent economic facts affecting 
labor. 


Book Clinic Elects 


Theodore C. Wetzel, produc- 
'tion manager of Encyclopaedia 
| Britannica, Inc., has been elected 
president of the Chicago Book 
|Clinic, an association of repre- 
|sentatives of the leading publish- 
|ing firms in Chicago and the 
|'Middle West. Other officers 
|elected are: Andrew J. Farr, 
Graphic Arts Association of IIli- 
|nois, Inc., vice-president; and 
| Marion Dittman, Rand McNally & 
|Co., secretary-treasurer. 


Alters Ad Rates 


Young America Teacher, New 
York, has issued a revised rate 
card, effective immediately. One 
page, 186 lines, will cost $100. 
Completely restyled, the magazine 
will run to 64 pages digest size. 


Install Mobile Phone 


Station KECA, Los Angeles, and 
ABC have added a mobile tele- 
phone service to their roving 
|mobile radio car. The new serv- 
ice will permit the radio unit to 
keep in touch by telephone com- 
munication with anyone or any 
place within a 25 or 50 miles 
radius. It will greatly speed up 
news, special events coverage and 
the handling of ‘on the spot” 
news. 


Winterer Heads Sales 


George D. Winterer, formerly 
sales manager of J. W. Landen- 
berger & Co., Philadelphia, has 
been appointed sales manager of 
_Comfort Slipper Corporation, 
Fitchburg, Mass., manufacturer of 
Parkhill Casuals, Comfort and 
Lambzees slippers. 


Palmer Succeeds 


Oertel at NEA’s 


Ad Bureau Setup 


| SyrAcusE—The Weekly News- 
_paper Bureau of the National Edi- 
|torial Association has appointed 
|Howard W. Palmer, former NEA 
| president, as acting national di- 
'rector, succeeding William J. Oer- 
tel, who has resigned because of 
pressure of his duties as manager 
|of the New York Press Associa- 
tion, secretary-treasurer of New 
York Press Service, and instructor 
in the department of publishing 
at the Syracuse University School 
of Journalism. 

The bureau’s national office will 
remain at 768 Irving Ave., here, 
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i | The Wall Street Journal main- 
tains the world’s largest busi- 

| mess news gathering organiza- 

| tion—186 news reporters—17 
fully staffed bureaus and more 
|| than 100 correspondents. In 
addition to the U. S. and Cana- 
dian facilities pictured here, it 
has news bureaus and corre- 
spondents in the leading world 


business centers. It has the larg- 
est private wire system of any 
individual publication—the fa- 
cilities of all the great press 
services—AP, UP, INS, Reuters 
and Aneta. This is the vast 
organization that makes The 
Wall Street Journal sucha 
unique publication and so in- 
dispensable to its readers. 


LEGEND 


@ W. S. J. News Bureaus 
om Direct News Wire System 


| @ W. S. J. Correspondents 
== Dow Jones News Service 


35 


|with Marion Bozzone continuing 
as assistant to the national di- 
‘rector. 
| Mr. Palmer has recently been 
-acting manager. of the Virginia 
Press Association and manager of 
the Missouri Press Association. 
In 1933 he was elected a director 
of the NEA and became its presi- 
dent in 1939. The bureau will 
soon issue its first readership 
study report and second market 
report prepared by Crossley, Inc. 
It is also tabulating results of a 
national advertising income sur- 
vey among weeklies which will 
be released soon. 


Eichler Joins Biow 

Alfred Eichler, former copy 
chief in the New York office of 
Dancer - Fitzgerald - Sample, has 
joined the Biow Company, New 
York. 


Shamon Joins Whitten 
Michael M. Shamon, formerly in 
the art department of Gillette 


Safety Razor Company, has joined 
Whitten Advertising Agency, Bos- 
ton. 


During 1946 $6,608,000 
was invested here in 82 
new industries . . 
ing jobs for some 8,000 


. creat- 


additional workers, add- 
ing approximately $18,- 
000,000 to the annual pur- 
chasing power of Long 
Beach families. 


In this thriving, expand- 
ing market the Press-Tele- 
gram offers over 85,000 
net paid daily circulation. 
Look to Long Beach 

for expansion op- 
.. to the 
Press-Telegram 


tunities . 


for results! 


| Long Beoch 


Californie 


Press- 
jegram 


ef4nted Nationally By 
WRENCE & CRESMER 
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‘ . ‘ s copies of the girl pictures be sur- | - |New York metropolitan area dis- | JWT Shifts Borlan Open: 
Esquire Brings rendered, and that damages ve Nabisco Revamps | trict sales manager will be gen- M. C. Borland ace “a a 
* | fixed by the court. |eral sales manager, and Hal M. ieee ? ; : te : 

| | ’ e kee, is | 

Varga Girl Back Sales Department | Chase, formerly advertising direc- | ee cue ee sales off 

| New York —National Biscuit|tor of Schenley Distillers special| has been assigned to the staff of Hibbard 

Home to Court |CBS Promotes Breckner [company last week announced | Products division (AA, Aug. 11) | service representatives in the L fice as é 
CuicAco — The Varga girl,| Robert Breckner, who joined | the establishment of four new | will be director of marketing. He | Angeles office of the agency. Detroit 

whether you like her or not, is| the Columbia Fags ger Sys-| positions in its sales department. | Was formerly sales manager for —_—— 

back in court, whether you like) tem a year and a half ago, has Effective Sept. 1, John A. Mac-| Welch Grape Juice and Ralston- ins i 
it or not. been appointed to the CBS de- Donald pe posi Moan dic Purina coats Beck Jo Grand Sales ‘ae 
oem a has ry suit | Sn wahiieed ie ak vision sales manager, will be as-| J. Sidney Johnson, formerly |g as tag gs ee oe Rada Bey 
gee ego Radian My a | in charge of network sales service sistant to the vice-president for manager of the merchandising di-| payton, has joined the sales staff of sales 
tioned cutie. for alleged infringe-| #24, assist Frank Oxarart, head | Sales. 'vision, has been named merchan-|of Grand Home Appliance Com- fj ‘)” div 
8 8€- | of the department. | Shelby V. Timberlake, formerly | dising manager. |pany, Cleveland. Hanna } 


ment of copyright and unfair) 
competition. Although Esquire | 
now has its own luscious “Esquire | 
Girl,” the publishing company is | 
interested because it still makes | 
Varga-type girl calendars — and | 
so does Vargas and his associates. | 

Early in 1946, the South Ameri- | 
can artist filed suit in court here | 
to get out from under his contract | 
with Esquire, Inc. After much | 
argument involving the Varga | 
girl, the court held that Vargas’ | 
contract should be broken. LEar- 
lier, Esquire obtained a tremen- | 
dous amount of publicity in suc- 
cessfully fighting a Post Office De- | 
partment effort to keep the mses 


an 


girl under wraps on the ground 
that she was too sultry. 

The present, third case involves 
plans of Vargas, several calendar | 
firms and William R. Johnston, | 
former Esquire advertising execu- | 
tive, to bring out a 1948 calendar | 
simulating what might possibly | 
be called the sexy Esquire calen-} 
dars. | 

Esquire, Inc., asks that the de- 
fendants — Vargas, Johnston, 
Globe Poster Corporation, Elvin, | 
Inc., Varga Calendars and Varga 
Enterprises — be restrained from | 
manufacturing calendars similar 
to the Esquire calendar, that all 
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Opens New Branch | 


the Cutler-Hammer, Inc., Milwau- | 
ce kee, is establishing a new branch | 
ny sales office in Saginaw, Mich. R. L. | 
of Hibbard will manage the new of- | 
Li 


fice as a branch of the company’s 
Detroit district office. | 


Sept. 8-9. National Publishers 
Association, annual meeting, Es- 
sex and Sussex Hotel, Spring Lake 


; Appoints Burke V.P. 


s | Beach, N. J. 
ith Martin Burke Jr., has been ap- | m : 
es pointed vice-president in aaeee | rms ep greed News 
toft of sales of the Milwaukee-West- | P@Pper Fublishers Association, an- 


ern division of North Western- |nual convention, Arlington Hotel, 
Hanna Fuel Company, Milwaukee. Hot Springs, Ark. 


Sept. 15-18. National Associa- 
tion of Broadcasters, 25th annual 
meeting, Atlantic City. 
| Sept. 18-20. Affiliated Adver- 
|tising Agencies Network, annual 
|meeting, Hotel Schenley, Pitts- 
burgh. 

Oct. 6-8. Advertising Specialty 
| National Association, annual meet- 
ing, Palmer House, Chicago. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meet- 
ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. 


settee Ne 


Oct. 6-9. Financial Advertisers 


Association, annual convention, | 
New York. 
Oct. 12-15. Pacific Council, 


American Association of Adver-| 


tising Agencies, annual conven- 
tion, Ahwahnee, Yosemite Na- 
tional Park, Cal. 


Oct. 16-17. Audit Bureau of |! 
Circulations, annual meeting, Chi- 
cago. 

Oct. 19-22. Mail Advertising 


Service Association, annual con- 


_vention, Hotel Cleveland, Cleve- 


-» 


A complete new format for Household ! 


(Effective with November issue.) 


-new type styling 


—new cover stock—20 pounds heavier 


-heavier, machine-coated body stock 
-letterpress printing 


-side-stitch binding 


Suceess Story 


New page size—3 columns wide, 143 lines deep 


More Idea-Planned editorial pages per issue 


More color in editorial pages ... more color for advertisers 


Lowest rate per page per 1,000 


Capper Publications, Inc., Topeka, Kansas 
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Oct. 23-25. National Associa- 


|tion of Photo-Lithographers, an- 


nual convention, 
Detroit. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Carter, Cleveland. 

Oct. 23-25. Life Insurance Ad- 
vertisers Association, annual 
meeting, Chateau Frontenac, Que- 
bec. 

Oct. 29-31. Association of Ca- 
nadian Advertisers, annual con- 
vention, Royal York Hotel, To- 
ronto. 

Oct. 29-31. Outdoor Advertis- 
ing Association of America, an- 
nual meeting, Ambassador Hotel, 
Atlantic City, N. J. 

Nov. 8-9. Southwestern As- 
sociation of Advertising Agencies, 


Book-Cadillac, 


fall convention, El Paso, Tex. 


| Carnahan Joins Compton 


|. Ann Carnahan, formerly with 
| Vogue, has joined Compton Ad- 
| vertising, New York, as a member 
| of the print copy department. 
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Presents the Most 
Responsive Audience of 


Men Available Today... 
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Most of the important 
men in America are sportsmen 
and more of them read SPORTS 
AFIELD than any other sports- 
men’s magazine. 

Bonded together in the rare 
and intimate fellowship of com- 
mon interest, SPORTS AFIELD’s 
readers represent the most 
responsive audience of men 
available today. 


*A sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 


For instance, a recent survey shows that 


Spend-o-crats have 40% higher income. 
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Appoints Pryor Rowen Gets 3 Accounts; 
Kenneth G. Pryor has been Adds Tutelman to Staff 

named vice-president and general) = 4y)); 

manager of the Northwest Door & | Yau war een eneeenty ae 

Plywood Sales, Inc., Tacoma,|the advertising of Miller’s For 

Wash., mill representative for lum-| Men; Princess Furs, and Nutheme 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 


ivision 
Artkraft* Manufacturing Corporati 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trademorks Reg US. Per OF 


| Robbins. 


| ware cleaners, all in Jersey City. 
|The agency has resigned the ac- 

count of Q. T. Foundations Com- 
| pany, New York. 

Arnold Tutelman, recently re- 
| leased from the Army, has been 
appointed production manager of 
\the agency, succeeding Maurice 
| Mandell, who has taken a teach- 
ing post at Syracuse University. 


THE BEST WAY TO REACH | 
F 16,000,000 BOWLERS 


Tell Your Story in Bowling 


Over 37,000 circulation, including 25,000 league and 2515 
city association officials. The only magazine with 100% 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $291 ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


Bowling 


THE BOWLER’S MAGAZINE 


| Set Oriental Rug Week 


| Retail rug dealers in the United 
| States have been able to buy im- 
ported, hand-woven Oriental rugs 
at substantial savings because 
|rug brokers in Iran and other 
es 'countries were short of dollars. 
Sis |As a result the rug dealers here 
CRD Re aegg are Planning to celebrate these 

savings with a Nationa rienta 
POR eGR ItaMee Rus Week, Oct. 6-12. Oriental 


MILWAUKEE 12, WISCONSIN be er Bor 3 boi use the slogan 
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CAPPER’S WEEKLY 
MARCH 15, 1947 
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Yes, there are human interest mat- 
ters such as this story refers to, which 
tie us all together in a common bond. 


Each week Capper’s Weekly pro- 
vides its more than 384,000 subscrib- 
ers a wealth of Human Interest read- 
ing ranging from Fiction and News to Poetry and Patterns. Small wonder 
then that thruout the great farm and rural town area of Iowa, Nebraska, 
Kansas, Missouri and Colorado you'll hear people say every day, “I saw 
it in Capper’s Weekly.” 

This unique Human Interest appeal of Capper’s Weekly to its readers 
is one of the basic reasons why it produces so effectively for advertisers. 


Put Capper’s Weekly on your list and watch sales and inquiries “step 
into high gear,” regardless of whether your product is sold direct or thru 
dealers. 


Remember, Capper’s Weekly Makes The Sale! 


CAPPER’S WEEKLY 


Feature News Weekly Of The Rural Midwest | 
TOPEKA ...912 Kansas Avenue... KANSAS | 


ber products. He succeeds Ray B.| Company, manufacturer of metal- | 


| If all goes well, a new promo- 
| tional unit will blossom forth for 
Geo. A. Hormel & Co. Jay Hormel, 
the company’s president, has re- | 
cruited—witn the aid of adver- 
tising—an “All-American Girl 
G.I. drum and bugle corps” which 
|he is currently putting theonmhe| 
some heavy practice paces at an 
eastern school. Reports are that 
'Hormel will be mightily disap- 
| pointed if his aggregation of ex- 
G.I.s, female variety, doesn’t walk 
off with top honors at the Ameri- 
can Legion confab in New York. 
SS * a 


| Boston wool merchants are con- 
fident that the city will continue | 
_as the nation’s foremost wool mart, | 
| following President Truman’s ap- 
proval of the new price-support | 
program on domestic wool. 
though they lashed the bill as a 
needless continuance of wartime 
bureaucracy and a subsidy to do- 
|mestic wool growers at the ex- 
sist of the U. S. taxpayer, they 


insist that the port of Boston is 
/assured a large traffic in foreign 
wool because of Mr. Truman’s re- 
|jection of high tariff barriers 
against imported wool. 

The subsidy program makes the 
| government the exclusive buyer 
+ domestic wool, relegating the 
| Boston merchants to a minor and 


/unprofitable role in handling the | 
Their commissions 


| domestic cut. 


| have been cut in half. 
* eo * 


| The Wall Street Journal plans) 


|to expand its news coverage in 
|Texas and the Southwest, but a 
| possible expansion program, in- 
volving the publication of an edi- 
|tion in Dallas, is in the “very 
tentative” stage. Available pub- 
lishing facilities and other factors 


/are being looked into, however. 
Th * * 


| A&P promoted a single nation- | 


ally-advertised brand a bit more 


heavily than usual recently in a 
newspaper campaign for Libby’s 
baby foods. The reason: an ad- 
vertising allowance from Libby of 
10 cents a case, providing a fund 
of $9,000 on the 90,000 cases of 
Libby baby foods bought by A&P 
in a three-month period. 
* * 

It’s going to be “Glamorug.” 
That’s the name selected in a con- 
test conducted among its em- 
ployes by Bigelow-Sanford Car- 
pet Company, Thompsonville, 
Conn., and New York, to apply 
to the firm’s latest product, an all- 
wool faced rug. The management 
committee, meeting in New York 
received a total of 1,553 names, 
| submitted by 239 employes of the 


Al- | company. 


| 


Glenmore Names Akers 


Glenmore Distilleries Company, 
Louisville, has appointed J. B. 
Akers as assistant advertising di- 
rector. Mr. Akers served as ad- 
ministrative assistant to Lt. Col. 
A. P. Bondurant, Glenmore’s ad- 
vertising director, in the Army 
air forces during the war. 


103,505 PEOPLE’ 


ica 


THE 


STAR-NEWS 


| diversified industry keeps busi 
ness prosperous. 


In BUFFALO- Worlds Milling 


GE.6 7% read 


Buffalo has a standing reputa- 
| tion as a rich market where 


Center 


oe NEWS - 


headquarters for up-state whole- 
sale buying—and selling. Write 
- for specific market information. 


MARKET FACTS 


It’s easier to sell in Buffalo 


because you can reach 98.6% of 
the city zone population in one 
newspaper—the News. Buffalo is 


B SA 
UFFALO= 
\ ‘ 


EDWARD H. BUTLER 
Editor and Publisher 


ANS 


Western New Yorks 


City Population (1945 Est.) 667,944 
City and Trading Area 1,072,214 
News Circulation 266,701 


NING, News 


Z KELLY-SMITH CO. 


ae National Representative 
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An Amazing New Brain Food Mi EE 
Offers Aid to Dull Children ) az : 
NTELLIGENCE co now vel ‘A packward, two-year-old child; Ay ei 4 
+ raised and wits sharpened py |had 8 mental age of eight months. Boe kG + 5 
taking ® pill. “That is the amaz- After taking glutamic acid for six.& Baki i 
ing statement made in an article months, the tot gained jn mental See Hi & 
in. the March issue of Magazine age bY slightly more than six A grags S  e e 
. Digest, and packed UP with ac- months. This is & rate of develop- F ee * 
counts of tests showing surprising ment creditable for 3 normal child G + 2 ie 
‘results. The mental age of one adoles- a ik i ae 
Thus, six-year-old Mervy™ ysed| cent: rose, during the six months® ee evi | sei 
to be & dull poy—but not now: A\he was taking the chemical, from ee eet po . ee Si ca es anim: 
year 28° altho stron’ physically, 10 years, 11 months, to 15 years | ys Wea ee LIVE ort a 
he was 8° subnormal mentally he ¢ months. fF ik ae AND BUY 
couldn't feed nimself properly, Another child had mental 38° eee Sa. rere f 
dress OF undress, or play with corresponding to his true age: four coe ptt Seo Rate RS oad Os oe 
other children. years. At the ena of the sine Woe je — ne fone 
His parents were pecoming Te. month period on the new a@et, his ee ke whey -* ASA DENA | 
signed to the hopeless prospect of mental age was equal to that of a} | Sa _ om 
naving him grow up to be one of child of six years, four months. ees Se San  *AND THEY READ. ne 
those pitiful humans in the classi- To show what the progress of Be = oe “setgesgi Sees 
: fication petween moron and idiot.| such packward children WOU a ee wy: 
Then the doctor advised experi- have been ynder normal circu) See ee keke o T—OOOOOCO™OSOSSSCSY men 
menting with a new prain food. stances, the ‘doetors kept check Sem Saneey . f * 
Mervyn has since grow™ out of |? group of nine other children RE, ee a ee | Scala a 
his mental infancy: His gibberish were not given giutamic : P a aaeated pene zal 
nas given way to words. He can Bight of the nine declined i R ~ | | . 
ace his shoes, putton his clothes, during the. six-month period. C =: _ 
and play with other children his one who gained showed @ T ARD ————- —  Z 
own age- If he continues to make only one fF ee - g@ — 
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M|DGET—The Modernaire 500, minia- 
ture of larger sets, has been announced 
by Modernaire Corp., Los Angeles. 
Plastic, it operates on standard midget 
type batteries with earphone reception. 


General Foods 
Shifts Programs 
on Video Setup 


New York — Experimenting in 
an effort to find what type of 
shows rate most highly with tele- 
vision audiences, General Foods 
Corporation is replacing “The Au- 
thor Meets the Critics” with 
‘Leave It to the Girls,” a less 


literary round-table broadcast, ef- | 


fective Aug. 21. 

The time, Thursdays 8-8:30 
p.m., station, WNBT, and agency, 
Benton & Bowles, remain the 
same. Commercials will plug Pec- 
tin during the entire six-week 
run. 

The video show will follow the 
format of “Leave It to the Girls” 
as carried on a sustaining basis 
Friday nights over the Mutual 
network. 

General Foods’ other telecast, 
“Friend of the Family,” Thursday, 
8:30 p.m., EDT, over WNBT, will 
continue unchanged. Young & 
Rubicam is agency for this one. 

Other video activities for the 
company, whose expenditures for 
this medium run well into six fig- 
ures, include several daily weath- 
er reports over DuMont’s key sta- 
tion, WABD, and sponsorship of 
half of the Dodgers home games 
ver WCBS-TV. 

So far, sponsorship commit- 
ments are set only for the regular 
season. The company isn’t mak- 
ing any World Series plans on 
supposition. 


DECENTRALIZATION NOTE: 
GF TO BATTLE CREEK 

BATTLE CREEK, Micu.—The en- 
tire management of the Post 
Cereals division of General Foods 
Corporation was moved to Battle 


= Creek last week—for the first time 


since 1919. 

In that year the advertising de- 
partment was moved to New York, 
and since 1922 advertising, sales 
and general management have 
been in New York’s Postum 
building. 

The members of the staff who 
made the shift include Clarence E. 
Eldridge, general manager; Henry 
W. Sandberg, general sales man- 
ager; Willard Paul, sales manager, 
and W. Archie Suggs, advertising 
manager. Others are L. B. Choate, 
Controller of the division; Lin- 
wood Brown, assistant sales man- 
ager; Harry Danser, administra- 
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tive assistant, and Elmer Dow- 
nard, sales assistant. 

Contact between the Post Cere- 
als division and its New York ad- 
vertising agencies will be main- 
tained in weekly conferences in 
Battle Creek. 


Plans Father’s Day Meet 


The Father’s Day Council will 
officially open its 1948 promotion 
of Father’s Day with a dinner at 
the Pennsylvania Hotel, New 
York, Sept. 17, at which repre- 
sentatives of 49 industries and 300 
city chairmen will be _ present. 
Father’s Day in 1948 will be June 
20 and will be the 39th such ob- 
servance. 


Buys Firebrick Firm 
Laclede-Christy Clay Products 
Company, St. Louis, has purchased 
all capital stock of the Osceola 
Silica & Firebrick Company of 
Osceola Mills, Pa. Albert B. Ag- 
new, formerly of Harbison- 
Walker Refractories Company, 
Pittsburgh, has been named gen- 
eral manager of the Osceola Com- 
pany, under Laclede ownership. 
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with full-color motion pictures 
and Sono-Vision 


Sono-Vision — the all-in-one cabinet motion 
picture projector — handles color film as 
efficiently as black and white. The ingenious 
new Mills Humidifier, standard equipment on 
every unit, permits delicate color film to roll on 
and on, regardless of humidity changes. 


Thus either color or black and white films can 
be used in your sales, advertising, or training 
programs — used at point-of-sale, in lobbies or 
display rooms, or right in plant or office! 

For Sono-Vision requires no darkened room, 
no constant operator attention, no wasteful 
“setting-up” time. Its simplicity and 
versatility will give a broader horizon to 

your film program. 


Sone \inion 


MILLS INDUSTRIES, Incorporated * Office and Display Room: 2212 ieineties Mart * Dept. 311 * Chicago 54, Illinois 
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The only magazine of its kind 


30 ROCKEFELLER PLAZA, NEW YORK 20, 


of news with which this publication is concerned. 


Guarantee Jan. 2, 1948-300,000 


275,000 


Mr. Baird’s view of The United States News is shared 
by many in the executive and managerial group re- 


quiring the basic news of all business—the only kind 


The consistent, continuing growth of The United 


The United States News 
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Because it is an informative and 
straightforward advertisement in a field 
where most advertising is both corny 
and crummy; because it very sensibly 
uses the question and answer technique 
in its headline and subheads; because it 
follows this up with copy that must make 
most readers a little more knowing for 
having read it (“To produce Port, the 
wine grower picks his grapes when fully 
ripe and hence at their greatest sweet- 
ness. The stems are taken off and the 
grapes crushed. But the grape skins are 
left in the vats during fermentation— 
that is what gives Port its ruby color. 
In order to retain some of the natural 
grape sweetness in the wine, the vintner 
adds a small amount of pure grape brandy 
to the juice as it is fermenting. This 
stops the fermentation and leaves the 
wine with its rich Port flavor.”’); and be- 
cause, unlike most advertisements for 
cooperatives, it leaves out both the 
American flag and the Free Enterprise 
system, we give you this latest exhibit 
from the California Wine Advisory 
Board, clipped from the New York Her- 
ald Tribune. 


You OQudght to Know . 


In the Woman}s Home Companion for 
August appears a double spread of 
verses and pictures about dogs called 
“Every Dog Has His Say,” apparently 
written and drawn, respectively, by A. C. 
Gate and Morgan Den- 
nis. On the table of 
contents page of every 
issue of the Com- 
panion since January, 
1943, has appeared the 
name of Edward An- 
thony as publisher. 

Mr. Gate is Mr. An- 
thony. Ed has written 
30 of these dog pieces, 
24 of which already 
have run in the Com- 
panion — presumably 
because they met Editor William A. H. 
Birnie’s exacting standards, and not be- 
cause Ed provided them for free. 

Before long the whole 30 will be pub- 
lished in book form. Ed will throw off 
the “Gate” then and sign the book. 

Although as publisher of the Com- 
panion and vice-president and director 
of The Crowell-Collier Publishing Com- 
pany, he applies himself with vigor and 
acumen to editorial affairs, and to such 
business matters as advertising, circula- 
tion and printing costs, his fingers keep 
itching for a typewriter. That gleam in 
those dark eyes probably is the genesis 
of another book. ° 

But perhaps his responsibilities have 
subdued him a bit. Not so long ago he 
was writing “Bring ’em Back Alive” and 
“Wild Cargo” with Frank Buck and “The 
Big Cage” with Clyde Beatty. (He even 
wrote the movie script of “The Big 
Cage,” traveling to Hollywood with Mr. 
Beatty and 50 lions and tigers.) 

Now he writes about beagles and dal- 
mations—which must abound on his farm 
at New Milford, Conn. 

Ed Anthony was born, some 50 years 
ago, on the Island of Manhattan, spe- 
cifically on 8th St., almost within Green- 
wich Village. 

His father was a small business man, 
who hoped Ed would grow up to be a 
lawyer. One of his two brothers, Joseph 
Anthony, wrote several books and movies, 
and was somewhat of a prodigy—pub- 
lishing a novel, “Rekindled Fires,” on his 
2ist birthday. 

Ed spent most of his early life among 
books. He “read his way through” the 
public libraries of New York City, and 
Paterson, Hackensack and Newark, N. J. 
Between times, he was graduated from 


Edward Anthony 


PORT WINE? 


LY, feapentenr pln Ona of the oldest wines known 


color, produced from grapes .. Served all ever the world 


A wine grown especially to ge 
with fruit, cheese or cakes 


1T 18 & rich sweet red wine that goes ideally with desserts or with light refresh 
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ae are all true wines 


Te produce Port, the ene grower prcks his grapes when fully ripe and hence at their 


@ small amount of pure grape brandy to the jusce os is fermenting This stops the 
fermentation sad leaves the wine with its rich Port favor. Port is then aged, bottled 
end Gaslly is ready lor you to enjoy. Try serving small glasses of Pert next time 
vou have guests at your house Wine Advisory Board, 717 Market Screei, Sam Prancisnn 
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grammar school in New York and from 
high school in Jersey. 

Of necessity, he did a lot of odd jobs. 
While an office worker with a cement 
company in New York (he was living in 
Newark) he started contributing humor- 
ous verse and prose to FPA’s “Conning 
Tower” column in the old New York 
World. Franklin P. Adams became inter- 
ested in him, invited him to call, and 
urged him to “make the break” into the 
full literary life. 

The family needed Ed’s $20 a week, 
but finally he took FPA’s advice. He 
rapped on newspaper doors in New York, 
Philadelphia and Boston, and ultimately 
landed on a Bridgeport paper. 

He wrote 20 or 25 columns weekly of 
personals and local stuff. Then one day 
he was assigned to cover a talk by ex- 
President Theodore Roosevelt. Ed didn’t 
know that copies of talks of bigwigs al- 
most always are available in advance. 
So he took notes like a beaver, trying to 
report Teddy’s speech verbatim. 

Afterward, Roosevelt’s press-relations 
man handed out the copies. The other 
reporters kidded Ed, and he felt pretty 
bad. Returning to the office he thought: 
Why not write a story of a cub reporter 
covering Roosevelt, and tell the story on 
himself? 

He did. It landed on Page 1. 

America entered World War I and he 
enlisted in the Army. (This was rather 
difficult because his eyes were myopic.) 
He became an aide to the supply officer 
at Camp Merritt, N. J. Then suddenly 
he found himself a rival of Irving Berlin. 
He wrote the book and lyrics for a camp 
show, “Good Luck, Sam,” a satire on 
Army life, which ran for six weeks at 
the Lexington Theater, New York, and 
four weeks more at the Knickerbocker. 
It was directed by the late George M. 
Cohan. 

(Ed says he isn’t musical, but he’s 
written a lot of song lyrics—of which 10 
have been published.) 

He didn’t get overseas. 

Mustered out, he tried to get back into 
newspaper work, without success, but 
then got a job with L. Bamberger, New- 
ark department store. He wrote a house 
organ for employes, including a comic 
strip, “Lazy Lizzie.” 

The year 1920 found him as confiden- 
tial secretary to the late Felix Fuld, part- 
ner in the Bamberger firm. It was stimu- 
lating. He helped Mr. Fuld on his 
various charities (it was Ed’s first intro- 
duction to “public relations’); wrote 


some advertising copy, including a series 
of boxes called “Between Ourselves” and 
a full-page Christmas ad. To stimulate 
the men’s clothing department, he in- 
terviewed 300 men around the town as 
to where they bought their clothes and 
why. 

In addition, he was doing humorous 
stuff for the old Life, Judge and other 
magazines. The Century Company started 
a syndicate, and Ed wrote a daily short 
humorous piece for it for six months or 
so. Then he did “crowd” stories—the 
sights and sounds and smells of the mobs 
at the old Madison Square Garden, at 
the World Series, the first and last 
nights of Six-Day bike races—for the 
New York Herald. 

That lasted nearly two years. He was 
still doing that center spread in Judge 
(on which he succeeded the late Hey- 
wood Broun), but he wanted to get into 
magazines, full time. He was interested 
in both articles and fiction. He was re- 
viewing books on the side for the Herald 
then, because he didn’t have enough 
money to buy them. The Judge series, 
with Clive Weed as artist, brought some 
renown but little income, and Ed lost 
interest in it when Judge stopped paying 
him altogether. 

About that time, George Martin came 
to the rescue. Martin was editor of Farm 
& Fireside, of the then Crowell Publish- 
ing Company. He wanted Ed. “What in 
hell,” said Ed, “do I know about farm- 
ing?” + 

But Martin asked him to become fic- 
tion editor and to do general articles. 
To try him out Martin gave him all F&F 
fiction currently on hand. Ed read it 
and wrote a report on it. He was hired 
on a part-time basis, still continuing with 
Judge and part-time with the Herald. 

Then, in March, 1924, Martin made him 
associate editor. The job paid a living 
wage and Ed quit the outside stuff and 
settled down to writing articles (none on 
farming). He suggested articles which 
made news—constructive, public service 
pieces. He got Martin’s permission to 
“convert them into news,” or to send 
abstracts of them as news stories to news- 
papers. 

It worked. Newspapers are concerned 
with news regardless of source—even 
from magazines. Many papers ran Ed’s 
stories. 

Lee W. Maxwell, then president of 
Crowell, became interested, and asked 


him to do this job also for the Woman’s 
Home Companion. Then he took on the 
American Magazine and Collier’s. Public 
relations had become a full-time job for 
him. Probably this was the first p.r. 
department of any magazine group. 

Ed emphasizes that he never went in 
for stunts or pressure. He relied wholly 
on the news of his material. 

For five years, he handled the job 
alone. Then he had a part-time assist- 
ant. In 1936 he added Richard Chaplin. 

By that time he was feeding Crowell- 
Collier news to both newspapers and 
radio. With news experience on three 
major press associations and NBC, Dick 
Chaplin met the requirements with room 
to spare. 

When Anthony moved upstairs as pub- 
lisher of the Companion, Chaplin suc- 
ceeded him. Dick now has three writing 
assistants, one for each magazine. 

In his p.r. work Ed met and publicized 
a lot of big and little people. (Your re- 
porter has gone to some of Ed’s parties 
when he seemed to be the only non- 
general or non-admiral there.) 

In odd moments, the indefatigable 
Mr. Anthony was writing books, on the 
capture, care and feeding of wild ani- 
mals. As a magazine man he made some 
news himself by collaborating with a 
radio man, Abe Schechter, now vice- 
president of Mutual Broadcasting Sys- 
tem, on a book on radio’s coverage of 
news events, called “I Live on Air.” 

Among other things which Anthony 
and Birnie have done as publisher and 
editor of the Companion was to put news 
in it. (“The shrewdest move I’ve made,” 
Ed explains, “was to put Newspaperman 
Bill Birnie in as editor.”) They’ve 
tackled a lot of public problems, with 
articles on such subjects as “How to 
Squelch a Bigot,” “Kid Killers of the 
Highways,” “Abortion Is an Ugly Word,” 
“Disease a la Carte,” (on unsanitary 
restaurants), and most recently, Amer- 
ica’s illegitimate children. 

For several years Ed served as public 
relations chairman of the Advertising 
Council. . 

His hobbies? Writing, and when time 
permits, old-time journalistic shop-talk. 
And helping people. A lot of folks from 
coast to coast still turn to Ed in a pinch. 
Dogs must like him too. 

He does knew something about farm- 
ing now. He grows things besides books 
at his country place near New Milford. 


lhe Pay - Of , NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW CLASSIFIED ADVERTISERS CAN GET MORE INQUIRIES 
FROM THE PUBLICATIONS THEY NOW USE. 


With fewer and fewer national maga- 
zines available for classified advertising, 
the problem of finding profitable classi- 
fied media grows more difficult each 
year. 

Ten years ago, a mail order advertiser 
with an “Agents Wanted” proposition 
could use profitably more than 100 na- 
tional magazines and farm publications. 
Today, he is lucky if he can find 50 
magazines that will pay. 

The lack of media carrying classified 
advertising limits the amount of money 
an advertiser can spend, resulting in a 
smaller volume of inquiries. 

All advertisers know that classified ad- 
vertising is the most profitable space you 
can buy, dollar for dollar. Yet, there are 
so few profitable media left that an 
advertiser has difficulty in building up 
a workable volume of inquiries from 
this source. What, then, can advertisers 
do to get more business from classified 
space? 

The practical answer to this problem 
is to spend more money in the publica- 
tions you are now using. We don’t rec- 
ommend increasing the size of your ad- 
,vertisements, but to run additional ad- 
vertisements under related classifications. 
For example, an advertiser using “Agents 
Wanted” could also use the following: 
“Business Opportunities,” “(Money Making 
Opportunities,” “Profitable Occupations” 
and “Salesmen Wanted.” The four addi- 
tional advertisements would greatly in- 
crease the volume of inquiries. 


Most publications carrying classified, 
have from 50 to 150 different classified 
headings, although all of them may not 
appear in each issue. If a publication 
doesn’t carry the extra classifications 
you want, ask the publisher for a com- 
plete list of classifications. Explain your 
problem. Suggest that extra headings 
will develop additional business. 

Another way to step up the volume is 
to run different pieces of copy on the 
same proposition under the same classi- 
fication. Have the publisher separate the 
advertisements. If the first advertisement 
doesn’t stop the prospect, perhaps the 
second advertisement with a new copy 
appeal will do the trick. 

Be sure to key each advertisement 
separately so that you can check the 
pull of the different classifications or 
copy appeals. 

The reader of classified advertising is 
an entirely different type than the reader 
of display advertising. He is a bargain 
hunter. There is no bold face type or 
smashing illustration to attract his at- 
tention. He knows what he is looking 
for and turns to the proper classification 
and combs the advertisements. That’s 
why classified advertising is so profitable. 
It’s read! 

Study the classifications in the publica- 
tions you use. See how many additional 
headings you could run under. In that 
way, you can spend more money and 
build up your volume of inquiries from 
classified. 
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Farm Publications 
Report Additional 
Linage Increases 


Cuicaco—Farm publication lin- 
age in the past month registered 
a 19.4% gain over linage a year 
ago, ADVERTISING AGE’s August 
tabulation of farm publication ad- 
vertising shows. This compares 
with a 23.7% gain in the previous 
month. 

By far the greatest advance re- 
ported was a 64.1% gain by July 
weeklies, whose linage jumped 
from 36,898 last year to 60,564 for 


Agricultural " 
eaders 


Digest 


EXTENSION AND VOCATIONAL PROGRAMS 
‘ FOR FARM AND HOME 


NOW—Over 30,000 Leaders To 
Help You Sell Your Products 


A LEADERS’ Digest ad now tells 16,006 men 
and 15,000 women about your products to 
implement the farm management and home 
modernization programs they are ing to six 
million prosperous farms. Addition of 1,500 ex- 
tension workers and 2,000 vo-ag and home ec. 
teachers brings this important “influence mar- 
ket” to the highest peak in the 29-year history of 
LEADERS’ Digest. Ask for Data Folder with 
new CCA circulation breakdown. 


AGRICULTURAL LEADERS’ DIGEST 
139 N. Clark, Chicago 2, Phone CEN. 7670 


PUBLISHED EXCLUSIVELY FOR LEADERS IN 
SORICULTURE AND HOME ECONOMICS 


July this year. Another high gain 
was a 42.5% increase in August 
farm magazines. Their linage for 
the month last year totaled 235,- 
912, against 336,196 for August 
this year. 

Other gains included a 21% in- 
crease by semi-monthlies in July 
(up from 426,932 to 516,743 
lines); July bi-weeklies, up 20.4% 
(from 115,170 to 138,665 lines); a 
20.1% gain by August monthlies 
(258,957 last year and 310,963 this 
year), and a slight 1.7% gain by 
July dailies, whose linage last 
month was 443,187 lines against 
435,873 the same month last year. 

The only loss reported in the 
tabulation was for July monthlies, 
whose linage for the period was 
13,887, compared with 14,154 the 
same month of 1946. 

Canadian farm publications 
showed an 8.5% gain—up from 
359,871 lines to 390,415. 


Promotes New Clock 


American Time Corporation, 
Springfield, Mass., has introduced 
a new multi-color electric clock, 
designed for institutional and 
point-of-sale advertising, throug 
ads in American Carbonator & 
Bottler and National Bottlers’ 
Gazette. William B. Remington, 
Springfield, handles the account. 


Millen Named Manager 


Paul Millen, formerly sales 
manager, has been appointed 
manager of Station KFJB, Mar- 
shalltown, Ia., succeeding H. R. 
Hurd, who resigned to manage an 


FM station in San Francisco. 


WDAYS 25! 


ANNIVERSARY 
CONTEST DRAWS 
42,000 ENTRIES! 


One of the terrific Anniversary 
promotions we’ve been putting 
on recently was a listener’s con- 


test 


to “Name Mrs. WDAY”. 


Space prevents telling the whole 
story—but the pay-off is that, 


during the 2-week contest, 
WDAY received over 42,000 
entries! 

On its 25th Anniversary 


. 


. 


WDAY is far more than the 
oldest station in the Northwest. 
It’s also the most popular station 
(by six to one) in the fabulous 
Red River Valley. Let us prove 
it to vou 


or just ask Free & 


Peters! . 


FARGO, N.D. NBC. .970 KILOCYCLES . . 5000 WATTS 
| 
| 


FREE & PETERS, INC. 
Exclusive National Representatives 
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AUGUST ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial , Commercia! 
Display Display 
Excluding | Excluding 
Poultry, | Poultry, 
Livestock Livestock © 
-— Total Advertising——, and Classified | -—— Total Advertising——, and Classified 
pT — ay Ee, 1048 1888 ——1947—, ——1946—, 1947 1946 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES Michigan Farmer.. 27.0 20,723 24.4 18,718 18,067 16,563 
: Missouri Farmer 5.8 4,505 6.1 3,998 4,203 3,690 

Capper’s Farmer .. 41.7 28,376 25.4 17,246- 27,511 16,856 | Missouri Ruralist .. 22.8 17,361 20.6 15,680 13,330 11,603 

Country Gentleman, 65.0 44,211 45.3 30,819 42,120 29,659 | yrontana Farmer 36.0 27527 28.0 17330 23,579 13.741 

SOUR SORES 5 + = 66.6 28,716 61.3 22,059 27,666 21,069 | Nebraska Farmer . 44.6 33,535 34.7 26,238 30,334 22,969 

Progressive Farmer: New England 
Casetae-¥a. Homestead ...... 20.4 21,306 26.0 19,172 15,383 13,186 

STEED cceeses 60.4 36,742 33.6 24,475 34,668 23,162 | Onio Farmer ...... 30.7 23,583 27.4 21,078 20,807 18,844 
Ge.-Als.-Fia. Oregon F 34.1 25,799 26.7 20,216 23,647 18,322 
eo aa 50.3 36,640 34.0 24,761 34,622 23,208 | Gyeton Geaaue 
ee. Ve A Balletin ......... 16.2 17,598 14.5 15,274 17,698 15,274 

ha 5 rer. 48.3 35,163 35.6 25,917 33,266 24,573 | pennsylvania 
at n> aaa Farmer ......... 28.1 21,566 20.4 15,651 19,688 13,740 

Edition ....... 60.8 36,991 35.0 25,561 34,942 24,141 | ia) warmir 19.1 14.460 13.0 9.779 14,199 9.549 
Texas Edition 51.7 37,640 36.8 26,819 35,666 25,384 | wil cos warmer & 
cen Se & Bemions 42.7 Seer. See Shere Swans . Sotee Iowa Homestead. 38.3 30,012 31.0 24,322 28,015 23,11 
‘Aver. 5 Editions 60.3 36,636 35.0 25,505 84,683 24,094 | Washington Farmer 34.7 26,198 82.3 24,425 24,440 22,531 

Southern Agricul- y Life 35.9 28,156 35.1 27,505 16,445 16,20: 
rere 30.0 21,029 21.8 15,326 19,270 14,151 nicole Lerten . 

Succcsatel Purwing 0F.2 008 828 52,080 S000 51,700 REE, Waasays sas 29.9 28,403 28.8 22,575 22,277 21,799 
eee es +0 oF ees er Cae eo Total Group ..... 663.1 516,743 548.9 426,932 453,327 367,659 
Monthlies ; i 

American Fruit ‘ A ae ag 
GIOWSE. s asctacs 18.3 7,854 11.3 4,866 7,674 4,608 alifornia Cultiva- = 

Better Farming en et ea 39.0 29,494 29.4 22,256 27,009 20,55 
Methods ........ 19.3 8,275 23.4 10,054 8,275 10,054 airym 

Better Fruit ...... 23.9 10,029 18.9 7,901 10,029 7,901 ae eh 11.6 8,424 11.1 8,042 6,840 6,334 

* M a Lz 38 " f ‘ 3 . 33 5,266 ac c ura re : x 

ro a rare ae eee | mee Northern Edition. 49.1 37,126 40.3 30,515 32,938 27,74 

‘ 5° 

é 27 382 22.3 14,994 18,196 14,868 Southern Edition. 43.4 32,845 37.1 28,158 28,659 25,528 
Sarees 7.4 18,3882 22.3 4, ,196 ’ ou i, > 30.776 36.0 26199 26-771 21.617 

Carolina Co-opera- Prairie Farmer 42.0 0,7 x ’ 5,77 21,617 
Sees crsa ck ake os 11.6 4,874 11.2 4,731 4,816 4,564 SS ee 

Cattleman, The ... 77.6 82,588 56.3 23,613 18,308 14,609 Total Group ...185.1 138,665 153.9 115,670 121,217 101,781 

Farm and Ranch.. 32.0 22,451 17.5 13,235 21,483 12,179 Weeklies—July 

Farmer-Stockman., 23.6 17,886 20.5 15,552 17,293 15,040 | Capper’s Weekly... 6.3 14,054 4.4 9,879 9,965 5,973 

Florida Grower 11.9 8,120 13.2 9,003 7,744 > 8,584 tWeekly Kansas 

Hoosier Farmer 28.2 12,699 18.5 8322 12,110 7,264 City Star ....... 18.9 46,510 11.0 27,019 32,808 16,899 

Kentucky Farmers’ oem tin mim au Gama. <p 
Home Journal ... 12.7 9,957 11.1 8,677 8,490 17,072 Total Group ..... 25.2 60,564 15.4 36,898 42,773 22,872 

aMichigan Farm 
SME, Giatoaet <i 1.8 4,302 1.6 3,315 4,200 2,955 choses tat 

tNational Live ; ‘ 7 95,166 45.2 96,227 35,086 24,152 
Stock Producer... 11.9 8,649 7.7 5,637 7,648 5,356 sae tas See” “a7 9 . , 

New Jersey Farm Yrov i 55.4 117.920 58.9 125,418 48,751 37,964 
and Garden ..... 30.3 13,654 26.8 11,818 11,442 10,312 | G.orevers, Relegmam 60.8 117. saith 

Ome Farm Berens al-Stoc 56.2 119,568 51.4 109,422 55,163 36,739 
OMG. tebssyhen 15.4 6,930 10.6 4,791 6,715 4,642 és Leste ales kates. ’ =» 

Mj, Aly S 51.9 110,533 49.3 104,806 38,803 34,407 
Eastern Edition.. 33.8 14,516 30.4 13,035 11,791 10,528 OWek Taperter... Si7 Ae 
Central Edition . 27.5 12,778 25.3 10,838 10,728 9,327 208.2 443,187 204.8 435,873 177,803 133,262 
Western Edition.. 27.5 11,796 22.8 9,784 9,832 8,466 | 7°tal Group ..... poe Sere: ‘aes : : 

*In all 3 Editions 26.1 11,187 22.0 9,443 9,323 8,167 a cL ataethidt tok Snake 

Southern Farmer .. 10.0 8,000 3.3 2,646 7,680 2,42 atime thet died atens Shek patie. 

Southern Planter... 19.4 13,554 18.1 12,665 12,123 11,874 tiete<huartek Uaees aaeabiaed. 

Western Dairy —. s Sees ¥ 
Journal ..... a... 42.3 17,797 47.7 20,062 6,706 5,453 Five issues both years. 

Western Livestock 
pee aaa 88.6 36,988 83.2 34,975 16,915 11,567 CANADIAN 

‘eaenias *Canadian Country- ‘ tail eal die 
7 RNS lee cch 28.1 19,665 22.3 15, 16,3 597 
Total Group ..... 614.7 310,968 520.0 258,957 245,931 194,910 | MAM os ses n ne Oe ese? 246 ITT16 22567 17,71 
Monthlies—July e *Family Herald & 
Arkansas Farmer.. 9.3 7,049 9.4 7,119 7,049 7,119 Weekly Star: 
Idaho Granger 6.1 6,838 6.3 7,035 6,803 7,035 Eastern Edition.. 66.4 66,445 63.3 63,262 42,582 40,24) 
— ; a Western Edition.. 56.5 56,543 58.6 58,599 39,278 42,8 
Total Group ..... 15.4 13,887 15.7 14,154 13,852 14,154 | parm @ Ranch Re- 
Semi-Monthly—July IOS Fee 17.5 12,616 15.7 11,304 11,988 10,696 

American Agricul- *Farmer’'s Advocate & 
turist ........... 20.8 15,110 20.5- 14,906 13,177 13,264 Home Magazine.. 28.3 19,767 27.3 19,048 16,618 16,50 

California Grange Farmer’s Magazine. 28.5 19,942 24.8 17,340 18,903 16,206 
WEE ch aculdinata bec 06 19.2 21,448 11.5 12,852 21,448 12,852 *Free Press Prairie ~ i 

Dakota Farmer .... 32.7 25,259 19.5 16,088 23,868 13,987 Farmer 5 ..escces 101.3 113,976 96.0 107,997 45,974 43,50! 

Farmer, The ...... 34.7 27,242 33.5 26,247 23,729 22,995 | a*Western Producer 55.0 58,894 45.8 48,999 20,692 23,32: 

Hoard’s Dairyman.. 38.5 28,043 35.3 25,688 24,039 21,521 meee 

Idaho Farmer ..... 34.6 26,123 30.9 23,392 24,349 21,498 | Total Group ..... 412.9 390,415 378.4 359,871 234,943 223,624 

Indiana Farmer's jie—_— 

OR hs cas 5 85h 3 21.3 16,731 15.3 12,032 11,560 8,422 *July linage. 
Kansas Farmer ... 27.7 21,055 19.4 14,766 19,145 12,988 aFive issues 1947; four issues 1946. 


Farwell Brothers 
Perfect Imprint 
Machine for Signs 


Quincy, Int. — The Farwell 
brothers here have perfected a 
semi-automatic silk screen im- 
printing machine which they 
claim can turn out more than 500 
different imprints in an eight- 
hour day, on metal and paper 
signs, decals, etc. 

One of the first problems met 
by Russ and John C. Farwell, after 


they returned from wartime ser- | 


| THEO.R. ALLEN | 


* MoorMans 


vice and reopened their sign busi- | 


ness, was an order from the 
Moorman Mfg. Company to print 
150,000 gate signs, each bearing a 
different farm owner’s name. 
Moorman manufactures poultry 
and livestock feeds, and wanted 


the signs for its farmer customers. | 


Drawing on the results of his 
experiments with the silk screen 
process while in charge of an 


|vised a 


Army sign shop, Russ Farwell, in 
cooperation with his brother, de- 
machine which operates 
like a typewriter. One letter may 
be printed at a time, thus elimi- 
nating type or set-up changes. 
The gadget worked so success- 
fully that the Farwell Studio 


dropped all regular poster work 
to develop the new imprinting 
service. Continued’ improvement 
produced a power-driven squee- 
gee and an automatic spacing 
mechanism, which can be used 
with equal facility to imprint 
names on paper, metal, decals, 
cardboard, plastic and cloth. 
Letter sizes now available range 
from %” in height to 6”. The 
studio has turned out more than 
200,000 of the gate signs used by 
Moorman, at a lower cost than 
hand lettering, stenciling or other 
time-consuming processes. 
| The Farwell Studio is located in 
‘the Blackstone building here. 


| ‘Times-Herald’ Names 


Lightner Ad Manager 


| Randall W. Lightner, who 
|joined the Washington Times- 
| Herald a year ago, has been ap- 
| pointed national advertising man- 
| ager, succeeding A. Allen Howard, 


association with the newspaper. 


Herald, Mr. Lightner had been 
|with the Pittsburgh Press and 
| Post-Gazette, 
public relations for a clientele of 
Pittsburgh industrial corporations. 
| — 


‘Weil Appoints Best 


Gordon Best Company, Chicago 
and New York, has been ap- 


pointed advertising agency for 
Weil & Co., Cleveland coffee 
roaster. 


Changes Production 


Creative Ceramics, Inc., Colum- 
bus, O., maker of costume jewelry, 
has begun manufacturing custom- 
made ceramic advertising novel- 
ties. 


director of the department since | 
1937, who will continue in active | 


Previous to joining the Times-| 


and had handled | 


Join Perfection Staff 


Joseph A. Cully, for the past 
year a free-lance, and previously 
with Lee Donnelley Company, 
William Ganson Rose, Ine., and 
operator of his own agency, has 
joined the advertising department 
of Perfection Stove Company, 
Cleveland. James L. Sands, for- 
merly with D’Arcy Advertising 
Company, A. C. Nielsen Company 
and McDonough-Lewy, has joined 
the production staff of the depart- 
ment, 


Eaton Promotes Kerr 


R. R. Kerr, who joined Eaton 
Mfg. Company, Detroit, in 1942 
has been appointed advertising 
manager of the Valve and Sagi- 
naw divisions of the company. 


Joins Dallas Agency 

| David Rutledge, formerly with 
| Beaumont & Hohman, Omaha, has 
[joined Ratcliffe Advertising 
Agency, Dallas, as account execu- 
| tive. 


GROCERY Editions 


of 
CHAIN STORE AGE 
EXECUTIVES & MANAGERS 


Reach new all-time 
high of 31,000 


ONLY paid - circulation” 
magazines reaching the 
il grocery f Id ae 
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Its A Blessed Event 
at The Hecht Co. 


ee mee pene ee me a 


ed 


ee ee ee 
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The Hecht Co 
Ta Gat Stn Gat age 


ANNOUNCEMENT—This is the first of 
a series of five ads and a teaser ap- 
pearing in trade publications preced- 
ing the opening announcement in No- 
vember of the new branch of The 
Hecht Co., Washington department 
store, in Silver Spring, Md. 


3 Oslo Brewers 
Launch Campaign 


OsLto—A decline in beer drink- 
ing in Norway has led the three 
largest breweries here to launch 
an institutional campaign in Oslo 
newspapers. 

Ten-by-seven inch insertions 
will tell the 4,000-year history of 
beer, past methods of manufac- 
ture and present production in- 
tricacies. The drive will continue 
at least three months. 

Reduced consumption of beer, 
as compared with prewar years, 
is caused by poorer quality of 
brews, a 60% increase in price 
due to tax increases, and steady 
progress of the Norwegian tem- 
perance movement. The joint ad- 
vertisers are Frydenlunds, A-S 
Ringnes and A-S Shous. 


‘Gazette’ Names Atkins | 


Stewart Atkins, vice-president | 
of Kilroy, Hague & Atkins, Char- 
lotte, N. C., agency, has been 
named vice-president and adver- 
tising director of the Gazette, 
Gastonia, N. C., which he formerly 
served for 12 years as city editor. | 


To American-Marietta 


Edward H. Calhoun, formerly | 
director of advertising and sales | 
promotion of Jaques Mfg. Co., has 
been appointed director of adver- 
tising of American-Marietta Com- 
pany, Chicago. 


Anyone, anywhere can set 
type this new, practical way. 


Fast, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 


able leatherette case. 


az 


ew 24 -Page 
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New Video Tube 
Allows Unlimited 
Tele Transmission 


Pato ALTo, CAL. — Television’s 
greatest problem is near solution. 

So says Dr. Lester M. Field of 
Stanford University here, an elec- 
trical engineer who, with Dr. John 
R. Pierce, began work on a new 
television tube in Bell Telephone 
Laboratories last year. He has 
completed his work at the uni- 
versity under a grant from the of- 
fice of naval research. 

The new tube is said to permit 
the simultaneous operation of 100 
color video stations in the same 
area without interference. It can 
also carry about 300 black-and- 


white broadcasts, or some 250,000 
phone conversations. 
Operation of the tube is based | 


on a principle discovered by an | "BLONDIE" 
Oxford University scientist during | e 
the war. Called a traveling-wave | Hooperating 


tube, the device is about a foot 
long and contains a coil of very 
fine wire. As high - frequency 
waves run through the wire, a 
stream of electrons flowing past | 
the coil gives the waves an added | 
“push.” 

Once launched, the waves can | 
be used as a carrier for video, | 
radio or telephone signals. | 


(Fall-Winter ‘46-'47) 
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ASK JOHN BLAIR 
In Columbus It’s 


COVERS 
CENTRAL OH\o 


| 


Names Gordon Best 
Key Work Clothes, Inc., 
Scott, Kan., has placed its adver- | B 
tising with Gordon Best Company, | sao. 
Chicago and New York. 


tech 
163,550 WBNS FAMILIES IN CENTRAL OHIO 


w Trine 
hoff! of the proof. An even stronger indica- : 
tion that The Progressive Farmer cap- 


ONE MILLION ! 


N everything from recipes, patterns and 

ete ee beauty helps to advice on home planning 
ARM FAM * and social problems. 

isle. eee pee Your advertising gets the attention it 


VER a long period of years survey 
O after survey has shown The Pro- 
gressive Farmer FIRST in regular reader- 
ship and FIRST in preference among all 
publications read by farm families of the 
14 Southern states. 

But research results are only part 


a ha 


tures and holds intense reader interest is 
the large volume of mail it receives from 
its one million subscriber-families. 


Women readers alone requested 521,081 
items of service from The Progressive 
Farmer in 1946 and 294,571 during the 
first five months of 1947. They wanted 


deserves, in a magazine which is studied, 
cover to cover, month after month, by 
alert, responsive readers. And remem- 
ber, The Progressive Farmer subscriber- 
families are three times as prosperous 
today as they were before the war. 


FREE: Write today for OPEN THE DOOR TO $ALES 
a book of good news about a great new market! 


Advertising Offices: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles 
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Douglas ‘Luck’ Wanes 
as Market Dwindles 
and Rivals Expand 


BY LAWRENCE M. HUGHES 

Santa Monica, CaLt.—‘“I’m just 
lucky,” Donald Douglas used to 
say. “I just happened to get into 
the aircraft manufacturing busi- 
ness at the right time.” 

Despite his engineering, produc- 
tion and business abilities, Douglas 
was lucky. From $600 in cash in 
1920 he built Douglas Aircraft 
Company’s sales volume to 2 peak 
cf $1,200,000,000 in 1944. In that 
year 169,000 Douglas employes 
produced an all-time record vol- 
ume of aircraft. 

Even after this volume was cut 
more than 90% in two years, it 
was still pretty big business— 
$107,000,000 worth, with 25,000 
employes and assets of more than 
$103,000,000. 


Luck Contracts 


Compared with 1920 or with 
1932, when the company entered 
the commercial transport field 
with the DC-1 (“Douglas Com- 
mercial”), Donald Wills Douglas 
would still seem lucky. His com- 
pany is regarded as most stable, 
financially, of all the plane manu- 
facturers, with a surplus at the 
end of the last fiscal year, Nov. 30, 
1946, of $59,000,000. 

In 1947, as in 1929, Douglas Air- 
craft has 600,000 shares outstand- 
ing, of which no individual owns 
more than 5,000 and Douglas him- 
self owns less than 3,000. Hundreds 
of stockholders seem quite unan- 
imous in keeping him at the helm. 

With introduction of the DC-3 in 
1935, Douglas moved in to dom- 
inate the growing commercial air- 
craft business. In 1940, he started | 
to strengthen this dominance with 
the DC-4, which, as the C-54, be- 
came the transport for strategic 
material and “V.I.P.” during the 
war. 


Profits Disappear 


This year four airlines—Ameri- 
can, United, Pan American-Grace 


300-mile-an-hour Douglas DC-6 | 
into service. Braniff will take first 


March. 
Meanwhile, 90% of all the) 
world’s commercial planes are still | 
Douglas-made. 
And yet Donald Douglas doesn’t 
feel lucky any more... 
In 1946, for the first time since | 
1920, Douglas Aircraft operated in 


the red. Only a tax credit of $4,-| Whole are buying few planes to-| This leadership was brushed aside 


200,000 enabled it to show a 
“profit” of $2,180,522. In the first | 
quarter of this year it lost $807,109. | 
Currently, the company is 30% | 
short of breaking even, and the| 
full year’s loss is expected to ex-'| 
ceed $7,000,000. 


Many Reasons for Losses 


The loss mounts despite the fact | 
that 1947 sales may be only $60,- | 
000,000, or about $47,000,000 less 
than 1946. 

The reasons: 

1. Costs have 


have dwindled. 
2. United States military orders 


have dwindled and foreign mili- 
tary orders have disappeared. 

3. The domestic airlines, despite 
expanded business, collectively are 
operating in the red. 


risen as sales 


4. Recent accidents have cast 
some shadow on the Douglas 
claim of “dependable air trans- 


ports.” 
5. Although “more people (still) 
fly more places by Douglas,” the 


plane sales efforts face the com- 
petition of thousands of its own 
planes sold as government sur- 
plus, cheap, to airlines and_ other 
operators. 


panding their promotion, Douglas 
is contracting. 


told his workers: “The same DC-3 
we produced and sold at a profit 
for $125,000 prior to the war 
would cost the airlines over $200,- 
000 if built now. We had planned 
to break even on the 200th DC-6 
produced, and begin to make a 
profit thereafter. The last DC-6 
produced had more than 50,000 
shop hours over the original esti- 
mate. We will lose money even 
on 200 DC-6s. 
to date only about 140” at $650,- 
000 to $700,000 each, or a total of 
about $90,000,000. 


headquarters at 3000 Ocean Blvd., 
executive and worker morale was 
near an all-time low. Workers 
were demanding a 23-cents-an- 
hour wage increase. Over at Bur- 
bank, Lockheed—about to deliver 
the first of its new-and-improved 
Constellations—had broken 
aircraft producers’ united front by 
giving a 5-cents-an-hour increase. 
Douglas did likewise. 


wages, he wants some production 
results to show for it. 
ductivity is waning. Today he em- 
ploys 11% more people than pre- 
war to do 90% 
Their average age has dropped 
from 47 during the war to 29 now. 
They are less experienced and 
more restless—more inclined, AA 
was told, 
planes. 


business was divided about 25% to 
commercial planes, 25% U. S. mili- 
tary, and 50% foreign, mostly mili- 
and National—have put the new tary. Today, the ratio is about 
70% commercial, 30% U. S. mili- 
tary, and virtually no foreign. The 
DC-6 delivery in the fall. At cur- | only Douglas military order now at 
rent production rate of two and| hand is $50,000,000 from the Navy 
one-half a week, the backlog of|for an attack and dive bomber 
138 DC-6’s will last until next} called the D-558 Skystreak, which | 
|may go 700 miles an hour. 


| Vultee’s current $336,000,000 for 


| 
| 


has been broken. 


6. In addition, Douglas’ new 


7. While competitors are ex- 


On costs Mr. Douglas recently 


And we've sold 


When AA visited the Douglas 


the 


Productivity Down 
If Mr. Douglas must increase 


And pro- 


as much work. 


to make trouble than 


Just before the war the Douglas 


The Douglas backlog contrasts, 
for example, with | 


commercial and military craft. 


Military Is Buying Few Planes _ 
But the Army and Navy on the | 


day, and the hoped-for rapid post- | 
war rise in commercial aviation | 
has met a'lot of obstacles. 

Despite the fact that they flew 
a record 6,000,000,000 passenger 
miles in 1946, and are shooting | 
for 10,000,000,000 in 1947, the do- | 
mestic airlines this year have op-| 
erated predominantly in the red, 
and some of them are close to 
bankruptcy. 

Of 16 major lines only two— 
Eastern and National—were able 
to report an operating profit for 
the first four months. The 16 to- 
gether increased their revenue 
passenger mileage from 1,533,000,- 
000 in the first four months of 
1946 to 1,827,000,000. But their 
load factor or “percentage of oc- 
cupancy” declined from 85.1 to 


65.5 and their combined net op- | 


erating loss (the winter is a bad 
time for most airlines anyway) 
soared about sixfold, from $3,- 
633,000 to $20,500,000. 

The grounding of the Lockheed 
Constellations after several 


|crackups last year hurt commer- 


Five Makers Enter Fight — 
for Air Transport Sales 


| “monopoly” 
|Lockheed and Martin may be- 
|come aggressive competitors, and 
Boeing and Consolidated Vultee 
are entering the fight. 


Lockheed and TWA, but relatively 


cial aviation, and _ specifically 
it helped Douglas. 

Yet within a fortnight this 
summer, three Douglas planes 
crashed in New York, Maryland 
and Virginia, on United, Eastern 
and Capital air lines with a toll 
of 146 lives. 

Ruling out the weather—and 
planes still cannot compete with 
some of the elements—there are 
four main reasons for airplane 
accidents: faulty judgment by 
the pilot, improper maintenance, 
inadequate airport and directions- 
from-ground facilities, and bad 
planes. 

Because he is usually dead, the 
most convenient factor to blame 
is the pilot. However, the Mary- 
land accident, which the Civil 
Aeronautics Board has said was 
due to the plane’s tail breaking 
off, has caused the Douglas 
people a lot of concern. 


Some ‘Bugs’ Possible 


Although never mentioned pub- 
licly, it is known that if there can 
be “bugs” in the production of 
automobiles and other mechanical 
devices, there can also be “bugs” 
—despite conscientious manufac- 
ture and thorough testing—in air- 
planes. 

The Air Line Pilots Associa- 
tion, A. F. of L. affiliate, not only 
has risen to the defense of the 
pilots and their judgment, but has 
placed at least part of the blame 
on the manufacturers. ALPA rep- 
resentatives urged in Washington, 
according to the United Press, 
that “plane manufacturers should 
concentrate on safety instead of 
trying to bring to life the futuris- 
tic aircraft pictured in Sunday 
supplements.” . 

Douglas is awaiting anxiously 
the outcome of CAB hearings on 
the Maryland disaster, which were 
held July 17. Meanwhile, the 
battle for the air transport mar- 
ket has become a _ free-for-all 
fight. 


Gave Away ‘Secrets’ 


Douglas people say that Mr. 
Douglas “gave away” the com- 
pany’s dominance. As the father 
of the Aircraft War Production 
Council in 1939, they point out, he 
“threw away 18 years of aircraft 
leadership” by suggesting that all 
plane makers pool their knowledge 
and facilities to produce more and 
better planes for the nation’s de- 
fense. 

Thus, it is explained, Boeing, 
Lockheéd, Consolidated and others 
acquired the Douglas secrets for 
making transport planes. All 
“started even” at the end of the 
war on their new models. 

As the company expressed it to 
employes in its publication “Doug- 
las Airview,” in March 1946: 

“Douglas entered the war far 
ahead of any competitor, alone in 
leadership in the transport field. 


to make the war effort our one 
goal. The company returns to the 
peacetime market to find a num- 
ber of other companies, enlarged 
and strengthened. . .” 


Lockheed Competes 
But knowledge and experience 


PROPPED UP—Plane maker 
Douglas holds up one of his DC-4s. 


Donald 
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cluding Consolidated, Curtiss- 
Wright and Lockheed— each 
moved beyond the $1,000,000 
mark. A dozen others, usually 
appointing major agencies, ex- 
panded sharply. 


Ran Counter to Trend 


The fact that advertising was 
regarded by the Treasury as a 
deductible expense doubtless had 
something to do with this. But 
aircraft manufacturing for the 
first time had become a major in- 
dustry, with reasonable expecta- 
tions that it would be larger after 
the war than before. Many in- 
dividual companies sowed adver- 
tising to grow wartime reputa- 
tions and reap postwar sales. 
Douglas Aircraft Company did 
not. 

Donald Douglas, his associates 
say, does not believe in advertis- 
ing. In all the world, he reasons, 
the company has only about 50 
prospects, governments and air- 
lines. Even $5,000,000 spent an- 
nually in advertising wouldn’t 
sell them an additional plane. 


How Advertising Grew 
A dozen years ago when the in- 


the Constellation in advertising 


The 
program,” 


motion items.” 
“Constellation 


Douglas about half as much. 
How Advertising Goes 


Constellations are the 


Irish and Australian air lines. A 


Constellations 
000. 


Foote, Cone & Belding; 
through Kudner, 


tising 


N. W. Ayer & Son.) 


Boeing Aircraft Company, 
attle, announced that it is build 


cruisers, 
tress,” for six customers: Ameri 
can Overseas, 


Northwest, Pan American, Scan 
dinavian, and United. 


Stops Work on New Plane 


Baltimore 
Douglas worked as an enginee 


fact, through VanSant, Dugdal 
& Co., that the new Martin 2-0- 


lines. 
000 backlog. 


Consolidated Vultee of 


can flow both ways. And in its 


wartime manufacture of “Boeing” | 


and 
its 


“Consolidated” 
own plants, 


in 
example, 


bombers, 
for 


‘secrets of designing large and 
long-distance, high-speed and 
maneuverable planes. 

Lockheed’s Constellation — pro- 
moted vigorously by Lockheed as 
well as by Howard Hughes’ TWA, 
and Capt. Eddie Rickenbacker’s 
Eastern Air Lines, by Pan Ameri- 
can (first round-the-world serv- 
ice) and by Air France (first 
transatlantic sleeper service)— 
today is making the strongest bid 
for transport leadership. 

Lockheed will not divulge fig- 
ures, saying merely that “we shall 


plans for 
Young & Rubicam is its agency. 
The DC-6, Constellation an 
the Stratocruiser all 


Prego the war. 


| But 


mounting problems = an 


| Boeing and Lockheed planes. 


| shown to the airlines.) 


Before the war the entire air- 
probably did not 
spend more than $2,000,000 com- 
bined on advertising. During the 


craft industry 


continue aggressively to promote 


publicity and various sales pro- 
combined 
how- 
ever, probably is as large as that 
by Douglas, American, United and 
National for the DC-6, on which 
American and United together are 
spending more than $1,000,000 and 


Other airlines soon to have 


Dutch 
KNILM (East Indies), and the 


the end of the first quarter Lock- 
heed had unfilled orders for 49 
totaling $41,936,- 


(Lockheed advertises through 
TWA 
and Eastern 
through Campbell-Ewald of New 
York. Douglas domestic adver- 
is handled by J. Walter 
Thompson. American employs 
Ruthrauff & Ryan, and United 


Meanwhile, in a magazine cam- 
paign through N. W. Ayer & Son, 
Se- 


ing 55 340-mile-an-hour Strato- 
“with the same basic 
features as the B-29 Superfor- 


British Overseas, 


Glenn L. Martin Company of 
(with which Donald 


28 years ago), is promoting the 


will soon be flying for Capital, 
Chicago & Southern, Delta, East- 
ern, Northwest, Panagra, United, 
and for South American and other, 
Martin boasts a $195,000,- 


San 
Diego has not announced delivery 
its transport planes. 


were de- 
Douglas learned some of their | veloped, if not actually in service, 
The DC-8 was 
to have been Douglas Aircraft’s 
“first really new peacetime ship.” 


dwindling markets have caused | Publishers 
Douglas to stop work on it. The|and Media Records show that in 
DC-6 is slower than both the new 
(A 
| freight version of it is now being 


dustry was small, aircraft adver- 
tising was very largely the “mo- 
,|nopoly” of Al Essig of Los Angeles. 
The Essig Company handled the 
accounts of several of the manu- 
facturers, including Douglas. None 
of them, for years, including 
Douglas, spent more than $200,- 
000 annually in advertising. In 
fact $100,000 was a large appro- 
priation. 
One by one the other manu- 
facturers turned to larger agencies 
for larger campaigns. Donald 
Douglas, right through the war, 
stuck with Al Essig. Except for 
one $330,000 year, the prewar 
t| Douglas budgets had not exceeded 
$200,000. During the war, when 
competitors were expanding their 
efforts as much as five and seven 
times, Douglas actually reduced 
his a bit. 

Only in 1945, with the return 
of peacetime competition, did he 
move the domestic part of the 


Company, the foreign part to Dor- 
land Agency. In 1946, Douglas 
spent a total of $1,500,000 for ad- 
vertising and promotion—includ- 
ing $880,000 for domestic adver- 
tising, $75,000 contributed by 
Douglas to the cooperative cam- 
-|paign of the Air Transport Asso- 
ciation (handled by Erwin, 
Wasey) and $225,000 for foreign 
advertising. 


Little for DC-6 


- The 1946 budget was worked 
out in proportion to actual sales, 
which—with the airlines picking 
up new routes all over the globe 
and ordering a lot of new equip- 
ment for them—looked good. The 
r| program also was intended to 
meet Lockheed’s 1946 threat to 
e| Douglas’ dominahce with the 
2/\ initial version of the Constella- 
tion, and to pave the way for the 
DC-6, which first flew in regular 
commercial service last May. 

But when the DC-6 finally came, 
Douglas left its promotion pri- 
marily to American and United 
Air lines. Douglas pared its 1947 
budget from $1,500,000 to $700,- 
000, cutting both the domestic and 
foreign parts of it in half, the 
d| domestic to $430,000. 

“We advertise,” Mr. Douglas 
|said, “only to support the oper- 
ators.” 

However, Douglas still ranks 
high competitively in volume of 
d| advertising. Data compiled by 
Information Bureau 


‘the full year 1946 Douglas spent 
a total of about $732,000 in maga- 
zines and daily newspapers, 45 
‘against about $507,000 for Lock- 
heed; $359,000 for Boeing, 
$332,000 for Martin. 


Stinson plane, Consolidated Vultee 


war several manufacturers — in-| in 1946 spent only about $119,000 


account to J. Walter Thompson | 
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None of these five used network 
radio or farm papers for trans- 
ports. 

In the first five months of 1947 
Douglas spent, in magazines only, 
$165,033; Lockheed, $140,588; 
Martin, $86,475; Boeing, $72,126, 
and Consolidated Vultee, $124,950 
—but all for Stinson. 

As for leading airlines: Pan 
American spent about $872,000 in 
magazines and newspapers in 
1946; American about $800,000; 
TWA, $690,000; United, $511,000, 
and Eastern (using newspapers 
only; no magazines), $223,000. In 
magazines only for the first five 
months of 1947, Pan Am spent 
$338,702; United; $125,095; Ameri- 
can, $64,505, and TWA, $61,028. 


Six Set Policies 


Donald Douglas is chairman of 
the board, president and, among 
other things, advertising manager 
of Douglas Aircraft Company. But 
a group of six major executives 
chose the Thompson and Dorland 
agencies and approves campaigns. 
(Mr. Douglas himself does not 
edit advertisements, but some- 
times he makes suggestions.) 

In this group are three vice- 
presidents—Gen. Victor. E. Ber- 
trandias, foreign sales; Nat 
Paschall, domestic sales, and Ar- 
thur E. Raymond, engineering; 
also Karl Grube and C. H. Ham- 
ilton, director and manager of 
sales development, and A. M. 
Rochlen, director of public and 
industrial relations. 

Rochlen reports directly to Mr. 
Douglas. Under him are two top 
assistants, Don Black, public re- 
lations director, and Fred C. 
Fischer, industrial relations di- 
rector. They “interpret” Donald 
Douglas to his workers, the in- 
dustry and the public. 


Merchandising Memo 


Mr. Douglas, however, ‘“mer- 
chandises” Douglas Aircraft and 
Air Transport Association adver- 
tising to his employes over his 
own signature. Blow-ups of the 
ads are placed on plant bulletin 
boards. With one of them on May 
14 appeared a memo from him 
saying: 

“An important phase of our 
company’s advertising in recent 
months, and a part of our pro- 
gram to help sales and employ- 
ment at Douglas, has been de- 
voted to air travel’s safety and 
dependability. 

“By comparison with all other 
forms of transportation, aviation’s 
record is good, and every effort 
is being devoted by the industry 
to make it even better. 

“Here is one of our Douglas ads 
based on this theme which re- 
cently appeared in 44 principal 
newspapers throughout the coun- 
try. Estimated readership of these 
papers is approximately 44,000,- 
000 people.” 

When the operation was smaller, 


Douglas knew many of his people) 


personally. He knows few of them 
how, and those mostly oldtimers 
and executives. At wartime peak 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 


1@ other products. They have 10 billion 


dollars to spend! Tell them what you 


have to sell. The best way is through 


by |] 


ers, as § 
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119,000 


Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
ous profits are made through adver- 
‘sing to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

* Research Co. of America on brand 
Preferences of Negroes from coast to coast, 
} ® only = of its kind ever made. Write now 
or this free information. 


he had 44,000 people in the Santa 
Monica plant alone. But he never 
walked through the plant to get 
acquainted with any of them, and 
he doesn’t now. Those who know 
him call him “Doug.” But he’s not 
a mixer. His associates aren’t 
sure whether he’s shy or just 
stubborn. But he does little to 
facilitate their “relations” prob- 
lems. 

The job of dealing with the 
workers in the current wage nego- 
tiations he has left in the hands 
of others, chiefly Mr. Fischer. 

He did not bother to read a 
two-part Saturday Evening Post 
article about him, which was 
favorable, but he did read a long 
Time piece about him, which was 
critical. 

When, last March, the Los An- 
geles Chamber of Commerce asked 
him to be its guest of honor at 
the time of the debut of the DC-6 
—an occasion which could have 


been of a lot of publicity value 
to the company—he asked Mr. 
Rochlen: “Can I duck out of 
this?” 

But, finally, he didn’t duck out. 

He also addressed the San 
Francisco Chamber of Commerce 
last January. 

On that occasion he 
bravely but with restraint on 
aviation’s future: “It has become 
literally true that anything man 
imagines, is possible to man.” On 
the other hand: “A great deal of 
work must still be done in the 
matter of ground facilities before 
the end of a flight can become as 
safe as its trajectory.” 


Concerned with Speed 


But in addition to safety, 
Douglas Aircraft is now concerned, 
more than ever, with super-speed. 
The new D-558 Skystreak, being 
tested for the Navy at Muroc Dry 
Lake, Cal., will be transonic. It 


spoke 
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may ‘exceed the speed of sound., series of diagrams in a color {| 
At 40,000 feet, the company | spread in its annual pamphlet re- 
showed its stockholders in ajport for 1946, sound travels at 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
For 19 years Better Farm- 
ing Methods has been 
their business magazine. 
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WATT Publishing Co., MOUNT MORRIS, ILL. . Soe 
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THE DAY — July 3rd 
THE PLACE — Coney Island 


THE EVENT — The Mirror-Army Air Show 
and Fireworks Display 


THE crowo— 2,500,000 


All the experts proclaim it the largest single gathering 
in the history of the United States. Experienced official 
tabulators of the Coney Island Chamber of Commerce 
and of the Police Department agree on this figure. 

It takes might to collect a crowd like that. But we 
offered something they wanted—thrills, excitement, the 


MIGHTY 


NEW 


spectacle of a giant air show, the beauty of fireworks. 
The Mirror reaches an equal crowd every day and 
more than twice as many on Sunday. (Daily 1,055,000, 
Sunday 2,202,000, with 2.57 readers per copy according 
to L. M. Clark studies.) 

The Mirror gets its crowd of readers exactly the same 
way it got this record-breaking crowd of spectators. It 
offers the people of New York the kind of newspaper 
they want—a good newspaper with complete coverage 
of the news, with entertaining features, adequate sports 
pages, amazing pictures. It is the only morning news- 
paper in New York that has all three major wire services 
—AP, INS and UP. 

It offers what the people want. Therefore, the people 
buy and read the Mirror. 

Against such a background of fulfillment and satisfac- 
tion, advertising in the Mirror really pulls. 


MIRROR 
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663 miles an hour. At sea level 
it travels at 761 miles an hour. 
The Skystreak may penetrate this 
98-mile-an-hour “belt” between 


CAR CARD ADVERTISERS! 
SEND FOR . 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


"‘CARDISPLAY’ 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 
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subsonic and supersonic areas. 
The transonic belt Douglas de- 
scribes as “critical speed, where 
high speed airplanes are at pres- 
ent encountering many difficulties 
due to local velocities around 
fuselages and airfoils exceeding 
the speed of sound and causing 
compressibility. Indications are 
that once a speed of 800 or 900 
m.p.h. is reached, these difficulties 
will begin to disappear and a 


540 N. MICHIGAN : 
185 N. WABASH AVE 
410 N. MICHIGAN AVE. 
111 E. DELAWARE ST. 


new phase of supersonic flight will 
appear.” 

In his 10 years with Donald 
Douglas, Ava Michael (Rocky) 
Rochlen, former Hearst newspaper 
man, has Kad a big, varied and 
unpredictable job. Under his 
supervision at wartime peak were 
247 industrial and public relations 
workers. Douglas Aircraft pub- 
lished six weekly newspapers and 
the monthly magazine “Douglas 
Airview” for 169,000 employes; 
developed its own writers and 
artists; held contests for “queens” 
among the company’s workers 
from El Segundo to Chicago; even 
got Donald Douglas to sit at lunch 


q with “fellow workers.” 


Bulletins Showed Progress 

Bulletin boards in every de- 
partment of every plant told the 
story of the company’s war pro- 
duction progress; “broadcast” 
booths within the plants flashed 
news. bulletins, announcements, 
personal messages from Mr. Doug- 
las. Special films were produced 
by Douglas for its workers, on 
industrial safety, material con- 


servation, production methods, 
etc. A sports arena was built for 
workers at each plant. It all 
helped production, and morale. 
The company’s current reports 
to workers are gloomier. The air- 
craft industry as a whole earned 
only one-half of 1% in 1946. Of 
12 major producers only three 
operated in the black. Govern- 
ment surplus aircraft sold to pri- 
vate operators were about four 
times as numerous as new air- 
craft sold. Douglas estimates that 
about 5,000 DC-3’s and 700 DC-4’s 
in commercial operation through- 
out the world are government 
surplus. 

Douglas Aircraft stresses the 
dangers of the nation’s present 
unpreparedness, and urges its 
workers to “write your congress- 
man, inform your friends, enlist 
the aid of organizations” for the 
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—your AA reporter left on time 
once, arrived on time once; was 
delayed six hours in Chicago (and 
threatened with a three-day de- 
lay) because a_ twice-repeated 
promise by the airline was not 
kept; was delayed eight hours in 
Denver because the flight was 
started and then cancelled 40 
minutes later because the plane 
couldn’t climb over the Rockies; 
was delayed 45 minutes in San 
Francisco because extra gasoline 
had been loaded to the equivalent 
in weight of five passengers (the 
line compromised by taking the 
gasoline off, putting the passengers 
on, and making an unscheduled 
stop); was delayed again in Den- 
‘ver because the reservation was 
made for the right flight but the 
wrong day. 

The weather was flyable, all 
along the line. 


... to build Sales for you! 


Yes, Stanford display fixtures are 
Custom-Built to fit both your display 


problems and your pocketbook. Now 
you can have sturdy, attractive dis- 
play tables, counters, parts bins, 
display cases — custom built to your 
specifications at amazingly low cost! 


Made of the finest, properly aged, 
kiln-dried woods suitable to take a 
finish of stain, varnish or any desired 
color of paint . also available 
unfinished. Stanford display fixtures 


are built right to give your merchan- 
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Illustrated is our standard tri-plane sales table. 


dise added sales appeal. You can 
easily control store traffic and direct 
it toward profitable big ticket items. 


Large national advertisers with retail 
outlets all over the country know 
Stanford fixtures to be expert silent 
salesmen, tops in eye-appeal and 
buy-appeal! 


Whatever your particular display 
problem may be, Stanford Custom- 
Built fixtures will solve it. DispLay 


DESIGNING SERVICE AVAILABLE, 


Write or wire for complete information today! 
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creation of an Air Policy Board| Near the San Francisco airport GRUEN 
and the recreation of American|the Southern Pacific Railroad has aps 
Air Power. a 24-sheet poster which says: pr sens 
But important as this would be “Relax! Next time take the signals 
for the industry and for the na-| train!” precise 
tion, critics point out, aviation Maybe Donald Douglas, as the 
itself needs better management, | biggest purveyor of planes, could ——— 
stronger leadership and more in-|do~something about that. 
telligent public relations. Perhaps| It will take more than luck to Bras 
a “gadfly” of their own, such as/|wuild the new Air Era. F 
Robert R. Young on the railroads, BN 
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Airlines Down, Railroads Up former 
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a combined loss of $37,000,000 in| MODERN STATIONER ap 
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TRIBUNE -SUN 
Union-Tribune Publishing Co. 
$a Diego 12, Célitornin::s 


Additional Statistics from San Diego Business Review 
Electric Power Sales 
1947 First quarter 185,192,879 - 
1946 First quarter 180,846,044 
Bank Debits 
1947 4-months 872,128,067 
1946 4-morths 822,878,034 


Department Store Sales 
1947 Index 419 1935-39 Daily 
1946 Index 386 Average 100 


Manufacturing Employment 

1947 Average 4-months 20,230 
1946 Average 4-months 13,884 
For detailed facts 
on YOUR business 


call our Representatives 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc 
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GRUEN BREAKS PRECEDENT—Benjamin Katz, president of Gruen Watch Co., 

Cincinnati, and Ira A. Hirschmann, president of Metropolitan Broadcasting & 

Television, watch the clock as Dick Carver, WABF-FM, New York, announcer, 

delivers an off-the-hour time signal. Gruen has purchased all the WABF time 

signals with the provision that these signals need not be announced on the 

precise hour or interfere with the artists’ performance. At left is Lyman G. 
Bloomingdale, WABF official. 


Brashears Heads 
BNF Information 


New York — Arthur Brashears, 
former director of publicity for 
Walter M. Swertfager Company, 
has joined the Brand Names 
Foundation in the newly-created 
post of director of informational 
services. He will coordinate the 
various promotional and editorial 
activities of the Foundation. 

Editorial activities will continue 
under the immediate direction of 
James Allen, executive editor, and 
a director of service and promo- 
tional activities will be announced 
soon. 

The new information director 
was formerly a reporter and fea- 
ture writer on Hearst newspapers 
in New York, serving on the staffs 
of the New York Evening Journal, 
New York American, and The 
American Weekly. 

His advertising posts have in- 
cluded copy executive positions 
with Batten, Barton, Durstine & 
Osborn, Marschalk & Pratt, and 
the Bureau of Advertising of the 
American Newspaper Publishers 
Association. He was also associ- 
ated in public relations work at 
the Univeristy of Chicago with 
William Benton, now Assistant 
Secretary of State. 


Pinkerton Appointed 

Van Pinkerton, formerly with 
Stella Cheese Company, Good 
Housekeeping and Northern Paper 
Mills; has been appointed man- 
aging director of the Preserve In- 
dustry Council, Chicago. He will 
head the nationwide program of 
education and research for the 
preserve industry, which will be 
supported by national advertising. 


McKnight Joins KFRO 

James T. McKnight, formerly 
With the Beck Radio School, Min- 
heapolis, has joined the local sales 
lepartment of Station KFRO, 
Longview, Tex. 


‘t's OK, lady—lI’ll listen to me favorite 
“p-opera on WFDF Flint.” 


‘Sees 


Football Sponsors 
Set Fall Schedules 


New YorK—With the gridiron 
season just around the corner, 
more advertisers have signed on 
the dotted line as backers of the 
nation’s top football events. 

The Goebel Brewing Company 
of Detroit will pay for the broad- 
cast of all the games of the De- 
troit Lions, using WXYZ, Detroit, 
and nine up-state Michigan sta- 
tions. The Lions’ season gets 
under way Sept. 21. This is the 
third consecutive year Goebel’s 
has sponsored the series. 

Standard Oil Company of In- 
diana, through McCann-Erickson, 
has arranged a heavy schedule of 
games, both college and profes- 
sional. The company will sponsor 
broadcasts of the Chicago Bears 
games over three Illinois stations. 
Among the college clashes to be 
aired by Standard Oil are those of 
the universities of Iowa, Minne- 
sota, Michigan and Nebraska. 

Meanwhile, CBS has announced 
that it will continue last year’s 
policy of dual coverage broadcasts 
for top Saturday games. This 
means concurrent airing of two 
contests, switching back and forth 
from one game to the other, with 
the sportscaster reporting the 
highlights of each contest rather 
than detailed play-by-play. 


Gum Firm Starts Contest 


Gum Products, Inc., East Bos- 
ton, Mass., maker of B-Wise 
candy-coated chewing gum, will 
launch a campaign to dealers in 
trade publications and direct mail 
announcing a $5,000 slogan con- 
test for retailers and jobbers. The 
gum is advertised in The Ameri- 
can Weekiy, Collier’s, Life, Look 
and The Saturday Evening Post. 
Bennett, Walther & Menadier, 
Boston, is the agency. 


Makes 5 Grain Bread 


Wuest’s Laboratories, New York, 
has begun a direct mail campaign 
to grocers on its new canned 5 
Grain bread, made of rye meal, 
cracked wheat, rice bran, barley 
flour, cracked oats—and soya flour 
as well. A consumer campaign 
will be launched later as produc- | 
tion increases. Givaudan Adver-| 
tising Agency, New York, handles | 
the account. 


Limits American Rights 


New contracts signed by British | 
Broadcasting Corporation with its 
commentators do not permit 
American publishers to reprint 
talks aired over BBC without di- 


rect negotiation with the com- 
mentators for republishing rights. | 
Applications for reprints may be} 


_entered through BBC at 630 Fifth 
| Ave., New York. 
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Yes, and like it too. Furthermore, 
there are twelve other delicious edible 
greens that grow wild in the Great North- 
east, according to the Brooks. 

It’s astonishing what a listener can 
learn from Martha and David. About 
food, of course. And also about life in 
Korea, man-made snowstorms, habits of 
bears, keeping pet crickets—not to men- 
tion Brooks’ ‘‘Fearless Weather Forecast”’ 
(just in case you don’t like the Weather 
Bureau’s advice). The unusual is usual 
between 9:30 and 10:00 each weekday 
morning at WGY. 

That’s why dials are turned regularly 
to 810 for ‘BREAKFAST WITH THE 
BROOKS.” Small wonder an advertiser 
recently wrote: ‘““Your program has out- 
pulled any three of the best stations com- 
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bined that we have used the past month 
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% Get complete details on this low- 
cost participation show today! Let 
it do a selling job for YOU. Contact 
WGY or your nearest NBC Spot 
Sales Office. 


GENERAL @ ELECTRIC 


WEY SCHENECTADY, NEW YORK 


90,000 WATTS—NBC AFFILIATE 


REPRESENTED NATIONALLY BY NBC SPOT SALES 
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WANTED 
ADVERTISIN 
MANAGER 


One of our clients requires an e 


promotion literature and hand 


range of industrial products. 


Applicant should be a good writ 


ence 


fields will be helpful. 


about your experience, your sala 
requirements, etc. 


1410 Terminal Tower 


Cleveland, Ohio 


G 


perienced man to direct trade 
paper advertising, produce sales 


special assignments, for a wide 


er 


with a flair for publicity. Experi- 
in aviation or automotive 


This is a fine opportunity for an 
alert and ambitious young man. 
Do not call or wire but write fully 


ry 


Griswold-Eshleman Co. 


Available 


work. 
motion with leading publisher. 
years editorial and advertising 
another top publisher. 2 years 
ing and servicing big name acco 


Details available with a note 


100 E. Ohio St., Chicago II, 


ADVERTISING AND 
SALES EXECUTIVE 


Here is nearly 20 years experience in 
advertising, publishing and sales. 
years agency production and creative 
6 years advertising sales pro- 


5 


4 
for 
sell- 
unts 


in alliec| field. This broad background 
can work for you as agency executive, 
assistant to V.P. in charge of adver- 
tising, or perhaps you have an idea. 


to: 


Box 6782, ADVERTISING AGE 
Wi 


inois 


ADVERTISING 
MANAGER 


We're a comparatively small, 


ance manufacturing company in 
of Michigan's pleasant, 


over inherited business. 


chandising and sales promotion 
grams. Appliance experience is 
sirable but not essential. Right 


real opportunity. 
dations available. Please give 
particulars which will be held in 
fidence. 

Box 6791, 


100 E. Ohio St., Chicago II, 


but 


aggressive, nationally known appli- 


one 


lake cities. 
Our advertising manager is taking 
We need an 
experienced man to direct our mer- 


pro- 
de- 


man 


will find congenial conditions and a 
Living accommo- 


full 


con- 


ADVERTISING AGE 
Uli 


inois 


— 


ADVERTISING 


Attractive salary, 


Please send complete details. 


SOLICITOR WANTED 


Long-established trade paper wants 
experienced salesman with successful 
record. Want best man available. 


plus commission. 


Box 6793, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


RATES: 60c per in-, minimurn charge $3. Cash with order. Figure old ‘ae heads (maximum two lines 
25 letters and spaces per line; light body face 34 per line. Box num) er: add two lines. Copy deadlire 
datc. Display classified advertisements take card rate of $9 
per column inch. Regular tard discounts on multipl insertions and space over S inches apply on display. 


Thursday noon, 11 days p 


HELP WANTED _s 
FRED J. MASTERSON 

Advertising & Publishing 

Personnel } 


Placement of all types with leading | 
> 


organizations 
185 N. Wabash Ave., Chicago _ 


Wanted: Outdoor Sports Copywriter 
Advertising agency, with 30 years 
experience in merchandising outdoor 
products, has an opening-for an ex- 
perienced copywriter who knows 
the outdoor field and can write its 
language fluently. Opportunity for 
a permanent and pleasant connec- 
tion in a solid, highly rated northern 


MONARCH PE 


isV ERTISING ARTIST, | 


Indiana agency. The entire staff of 
our company knows about this ad- 
vertisement. Write for interview. | 
Box 9076, ADVERTISING AGE 
100 E. 


FOOD PUBLICITY MAN 

Here is an opportunity to participate 
in building an industry publicity 
program from the ground up. The 
man we are looking for would head 
a publicity department of a well 
established trade association. He 
should have a background of pub- 
licity work in the food field and, 
above all, be a capable writer. 
We expect this man to be some- 
where between 28 and 40 and would 
pay him according to his ability and 
experience. Please give full details 
of all experience in your letter, in- 
cluding educational background and 
any other information which may 
be helpful. All replies will be held 


yourself 
requirements. 
confidence 
Blaine Williams, Advertising Artists, 
Stevens Point, Wisconsin. 


HELP WANTED | 


POSITIONS WANTED 


RSONNEL 
Advertising—Graphiec Arts 
National Coverage 
Agencies in 38 cities 
. Jackson Blvd. WAB 9400 


ie for ag-, 


gressive, young agency with unusu- 
ally 
versatile 
creative ability. 
friendly 


successful record. We need a 
finish man and encourage 


Ours is a relaxed, 


atmosphere where every 
imaginable type of account (includ- 
ing national space) is prepared. 
Small, central Wisconsin City, no 


hub-bub or confusion, but excellent 
fishing & hunting within 10 minutes 
drive 
good to you, 
| with 
Ohio St., Chicago 11, Ill. _| 


from studio. If this sounds 
drop us a letter along 
samples and tell ALL about 
including starting salary 
All replies treated in 
. Samples returned. Write 


CHICAGO AREA 
SPACE SALESMAN 


Leading industrial publication of its 
kind wants part time Space Sales- 
man 
basis. 
opportunity. 


Gneege Area. Commission 
Give details first letter. Good 


Box 9069, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Able to secure billing; 
with reputable agency. 
surroundings; 


in confidence. 
Box 9086, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Wanted: Young man who knows the 
retail food business. Can express 
himself in writing and who wants to 
get to the top. To such a man we 
offer an editorial position with an 
old established trade publication, 
headquarters Chicago. Replies strict- 
ly confidential. 

Box 9092, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


UNUSUAL OPPORTUNITY FOR 
SALES PROMOTION MANAGER 
The Forest City Manufacturing 
Co. of St. Louis, makers of Carole 
King, Doris Dodson and Martha 
Manning nationally advertised 
dresses, seeks @ capable execu- 
tive to coordinate its advertising 
and sales promotional activities. 
Applicants should be _ properly 
grounded in the mechanics of ad- 
vertising, have a background 


knowledge of retail storekeep- 
ing, also a proved ability to 
work with people. The Sales 


Promotion Manager would serve 
as liaison with our Advertising 
Agencies and maintain advertis- 
ing relationships with our retail 
outlets. An excellent opportunity 
awaits the man who is qualified 
for this position. 


State age, marital status, educa- 
tion, professional experience, and 
present salary. All communica- 
tions will be kept confidential. 


Address Forest City Manufactur- 


ing Co., Department W. 1641 
Washington Avenue, St. Louis, 
_ Missouri. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


staff; profitable arrangements. 
ply in strictest confidence 


330 W. 


ADV. AGENCY ACCT, EXEC.: 
to associate 
Congenial 
competent 
Re- 


ADVERTISING AGE 
42nd St., New York _18, N. . ¥. 


complete, 


Box 9068, 


POSITIONS WANTED i 


MR, 
tive, 
what's 

wants job 
yrs. 
and 
Sept. 22. 


COPY CHIEF: Alert, imagina- 
gal copy writer who believes in 
“right” with 
with Chicago agency. 2 
agency, newsp. experience, B.S. 
M.S. degrees. Available after 


Box 9085, ASVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Trade 
One 


ADVERTISING MANAGER 
publication & industrial exp. 
man dept. with sound promo- 
tional sense, loads of energy & 
know-how. Let’s talk it over. 
Box 9083, ADVERTISING AGE 
330 W. 42nd St., New York 18 N. Y. 


MAIL ORDER writer, 43; heavy di- 
rect mail experience in ‘publis ing, 
industrial, service field. Know lists, 
production. Averaging $8,000 as free 
lance. Take less full time. N. Y. area. 
Box 9093, ADVERTISING AGE 
330 W. 42nd St., 


ADVERTISING 


MANAGER 


Seasoned’ experience, real creative 
ability, sound judgment, capacity; 
14 yrs. as executive medium-sized 
agency, experienced in all creative 
and production details; plus 9 yrs. 
as small-city newspaper publisher. 


Age 51, single, available now; pre- 

fer consumer-products manufacturer 

in midwest area. Minimum $8,000. 
Box 9077, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


17 years business experience—sales 
management, sales promotion, ad- 
vertising. Capable, conscientious, 
cooperative. Qualifications high- 
light copywriting, analysis, account 
contact. 35, married, looking for 
THE job. Prefer small midwest 
city. Want to hear more? 

Box 9089, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


| 


| 


adv ertising | 


New York 18, N. Y.| 


2 YRS. VARIED COPYWRITING 


EXPERIENCE INTEREST YOU? 
Girl with retail, 
motion, house magazine 
rience to offer. Available Sept. 1. 

Box 9084, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


agency, sales pro- 
copy expe- 
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Young Blasts at 
‘Slowdown’ in 
Freight Handling 


New YorK—The Federation for 
Railway Progress— Robert R. 
Young’s instrument for improving 
the railroads—last week revealed 
results of a study which show 
that a contributory factor to the 
box car shortage may be the 
simultaneous schedules used by 
the lines. 


FREE LANCE ARTWORK | 
OVERNIGHT SERVICE 
Modern layout, 
Box 9090, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


lettering, designing. 


Mr. Young, chairman of the fed- 
eration, said in a statement: “The 
Federation calls upon the man- 
agements of the railroads in the 


ADVERTISING SPACE 


35, married. Chicago or Western 
territory preferred. 
James M. 


Ha 
o. hicago 18, Ill. 


2441 Dakin St., 


ADV ERTISING “MAN AGER wants 
to get as far from New York as it is 
possible to get and still be an ad- 
The smaller the 
the better I'll like it. 
but will consider 
with com- 
something useful— 
furniture, electrical equip- 
ment, baby carriages, pre-fabricated 
houses, or what have you. Can han- 
advertising program— 

newspaper, 
display, deal- 
layouts, 
Very strong on 
reason-why 
weak on funny stuff, fluff, 
I believe 
is to 
sell goods, and not to win awards 
For a more extended 


vertising manager. 
community, 
Prefer the 
any locale. Prefer job 
pany making 
tractors, 


East, 


dle entire 
trade and consumer, 
magazine, direct mail, 
er program, copy, 
and all the rest. 
planning, ideas, 

copy; 
and perfume-type gush. 
the function of 


rough 


and 


advertising 


for prettiness. 


SALESMAN 
Experienced Trade Publications, Age 


public interest—indeed in their 
own interests—to cure the box car 
shortage simply and quickly by 
eliminating conformity in freight 
train schedules.” 

The study showed, for instance, 
that “fast” freight trains on eight 
routes from West Coast cities are 
scheduled to depart at exactly the 
same time, and to arrive in Chi- 
cago at exactly the same minute 
on the seventh morning after de- 
partures, “despite wide divergence 
in distance and operating condi- 
tions.” 

Since this seven-day transit is 
far slower than “fast freight 
trains” elsewhere in the country, 
the association charges that con- 
siderations other than public in- 


version of my advertising philoso- 
phy, see John Caples’ “Tested Ad- 
vertising Methods.” I agree wholly 
with what he says. Would like 


| $10,000 but will take $7,500 if your 
company shows signs of growth. If 
there is a wider potential market 
for your product, my advertising will 
aid substantially in that growth. 
Attractive living conditions and a 
going-somewhere company are more 
important to me than the exact 
starting salary. I am 38 and mar- 
ried. I am now the advertising 
manager of a company you have 
been familiar with since childhood. 
My record in present field is out- 
standing. 
Box $091, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Vet—College grad wants position 

with future. 1 yr. exp. asst. adv. 

mer. for natl. concern. 27, married. 
Box 9087, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


ORIGINAL 
CARTOON IDEA SUGGESTIONS 
with gag lines .. slanted as requested 
. no duplications Twenty-five 
dollars per dozen. No stock ideas. 


all material prepared to order. 
James R. Jacobs 
Box 421, G.P.O., New York 1, N. Y. 


CALIFORNIA 
Advertising Agency in fast growing 
city of 50,000, small but profitable, 
will self half interest to live man 
with agency or newspaper experi- 
ence—especially as contact man. 
Business is well established and vol- 
ume can be materially and quickly 
increased. Little competition. 

Box 9088, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Ryan Gets Promotion 


Key W. Ryan has been ap- 
pointed supervisor of sales and 
service for the Sealed Heat resi- 
dential heating unit, South Wind 
division of Stewart-Warner Cor- 
poration, Indianapolis. He joined 
the division last January. 


Breier’s Names Leeds 

Carl S. Leeds, formerly adver- 
tising director of David D. Doni- 
ger & Co., has been appointed to 


the newly created position of sales 
promotion manager of Marcus 
Breier’s Sons, New York, manu- 
facturer of Bantamac jackets and 
Briar Club sweaters and sports 
shirts. 


Holley Agency Named 


Robert Holley & Co., New York, 
has been appointed to handle the 
advertising of Lake Auto Radiator 
Mfg. Company, Cleveland. Busi- 
ness papers and direct mail will 
be used. 


a 


Somewhere in the midwest or 
there is an agency... or an a 
tiser . . . who needs advertising 
yniblicity skills. 
somewhere in 


the future, there 


cialist. 


. or advertiser .. . can cover 
bases by investing $10,000 in one 
utive. 


line, account man with a N.Y. ag 
editor of national magazines. 
Specifications on Request 
Box 6796, ADVERTISING 


100 E. Ohio St., Chicago 11, 


NOW AVAILABLE 


west 
dver- 
and 


may 


be a place in the payroll for both a 
promotion and a public relations spe- 


But right now this hypothetical agency 


both 
exec- 


Now directing public relations for two 
large corporations, this man has been 
advertising manager for a major air- 


ency, 


AGE 


Ill. 


caniamemienn 


Just Being Introduced 


MULTI-COLOR 


and foreign patents. 


Ohio Display Building, Pearl Street 


MOVING LITE 
ELECTRIC DISPLAY 


Animated, scintillating motion without mechanical action— 
No motors—no gears—no moving parts. 


ADVERTISING SALESMEN 
Earn $5,000 to $25,000 and more yearly 


Destined to revolutionize the neon industry. Protected by United States 
Salesmen with clientele among quantity users wi 
welcome this unique opportunity. Write today for particulars. 


THE OHIO ADVERTISING DISPLAY COMPANY 


Cincinnati 2, Ohio 


Pacific Hooperatings 
Put Paar in Ist Place 


The July Pacific Network Pro- 
gram Hooperatings Report shows 
Jack Paar leading the first fifteen 
programs on the Pacific Coast, 
with “Can You Top This” second, 
and “Mr. District Attorney” in 
third place. 

The report shows an average 
evening audience rating of 5.8, a 
decrease of 1.5 from the last re- 
port, and a decrease of 0.3 from 
the rating for the same period in 
1946. The average daytime audi- 
ence rating is 3.0, down 0.3 from 
the last report and down 0.6 from 
a year ago. 


Rival Electric Appoints 

Rival Electric Corporation, New 
York, manufacturer of Christmas 
tree sets and other electrical de- 
vices, has appointed Hanson, Ger- 
ber & Shaw Advertising Agency 
to handle its account. 


McLean Joins Compton 
Scott McLean, formerly with 

Grant Advertising, has joined the 

media department of Compton 


Advertising, New York, as a space 
buyer. 


Names Representative 


WMAM, NBC affiliate in Mari- 
nette, Wis., has appointed Radio 
Advertising Company, New York, 


terest are in 


Railway last 


representing 
ment sleeps 


roads. 


control. The study 


says it would be easy to reduce 
schedules on these routes to sixth 
morning deliveries. 

Mr. Young’s Chesapeake & Ohio 


week ran 1,000-line 


to full-page ads in 300 newspapers 
to take the matter to the public. 
In a typical Young ad, dominated 
by the picture of a snail pulling 
a train while a top-hatted figure 


“old-line” manage- 
nearby, copy urges 


readers to write to their news- 
papers and congressmen protest- 
ing against the seven-day transit 
agreement of the western rail-£ 


Joins Federal Agency 
Albert K. Burwinkle, formerly 
with William Esty & Co. 
Morse _ International, 
Federal Advertising Agency, New 


has joined 


York, as an art director. 


Ca, 
and Chicago 


Caltone Appoints Ward 
Caltone Corporation, Anaheim, 

has placed 

with Jim Ward & Co., Hollywood 


its advertising 


agency. 


AD 


gs PRODUCTIVE 


check the anatomy of this top-flight 


MAN 


now available — Chicago area 


a good HEAD for pian 
ning 

seasoned judgment 

proved executive ability 

top reproduction know-how 


an alet EYE for details 
creative visualization 
psychology of color 


magic WORDS that sel! 
wide working vocabulary 
persuasive speaker 


his HEART in his work 


the love of valid facts 
dead-line fidelity 
shirt-sleeve willingness 


% old HAND at merchand's 
ing 
crisp original layouts 
clean typographic desig" 


art sources at finger *'ps 


in STEP with tomorrow 


will pace a fast gr 
aggressive organize 


years advert 


“ catalogs, folders, display, 
publicity, packaging, house organs, % 
rect mail, magazine and newspape’ 
ads . capable of organizing a” 


merchandising 


you 


as national sales representative. 


directing advertising department 


ane 


procedure .. . handling 


of cost records and agency liason . . 
college background, stable fones ne” 
in his dynamic early thirt 

want EXPERIENCE vether tha 


experiments, write: 


BOX 6792, 
100 E. Ohio Street, Chicago 11, 
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| Offers Mexicans 
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24-Hour Service 
on New Fashions 


DaLLas — Neiman-Marcus Com- 
pany is giving style-conscious 
residents of Mexico City a new 
fashion service, thanks to fast 
newspaper delivery. 

The Dallas specialty store is 
using direct mail and full-page 
advertisements in the Sunday 
Mexico City Excelsior to offer 24- 
hour delivery by air of any 
Neiman-Marcus merchandise ad- 
vertised in the Dallas News. 

Letters from Stanley Marcus, 
vice-president and general sales 
manager of the company, to sev- 
eral thousand Mexico City resi- 
dents, pointed out that delivery of 
the morning News’ final edition 
in the Mexican capital early the 
same day enables readers to keep 
up with the latest fashion news. 

“This is genie-like magic,” he 
wrote. “At 9 in the morning you 
pick up a copy of the Dallas News 
at the Reforma, Hotel Geneve or 
any of the several newsstands in 
Mexico City—see a dress you 
would like to wear to dinner the 
next day—and wear it to that din- 
ner. A telegram or telephone call 
to Neiman-Marcus is all that is 
needed.” 

Mr. Marcus suggested a flight 

on the American Airlines’ DC-6 
Aztec “if you prefer to shop in 
person” and expressed the hope 
“our friends south of the 
border will soon have a next- 
ijoor-neighbor feeling about shop- 
ping at Neiman-Marcus.” 
The store’s first full-page ad in 
the Aug. 3 Excelsior pictured a 
high-fashion gown with this brief 
scopy: “Four hours by air—under 
he same roof creations of the 
most famous modistes of the 
vorld.” 

For almost a year the Dallas 
News has been the only North 
merican newspaper which de- 


Wivered its final edition in Mexico 


ity on the same publication day. 


o Weiss & Geller 


Pioneer Gen-E-Motor Corpora- 
ion, Chicago, maker of Pincor 
power lawn mowers, hand mow- 
prs, electric trimmers and power 
lants, has appointed Weiss & 
eller, Chicago, to direct its ad- 
ertising. Magazines, farm pub- 
ications and business papers will 
be used. 


Look (7 ll 


in the basic sources 


OF MARKET INFORMATION 


* Advertising Age's 
CONSUMER MARKET DATA BOOK 


*& Industrial Marketing's 
NDUSTRIAL MARKET DATA BOOK 


PR Group Elects 


Paul O. Ridings, president of 
Ridings & Ferris, has been elected 
president of the Chicago Chapter 
of the National Association of 
Public Relations Counsel, Inc., ef- 
fective Sept. 1. Other officers are: 
Mitchell McKeown, Mitchell Mc- 
Keown Organization; Conger Rey- 
nolds, director of public relations 
of the Standard Oil Company of 
Indiana, and Dan Thompson, 
radio director of the National Saf- 
ety Council, vice-presidents; and 
Lawrence W. Rember, assistant 
general manager of the Poultry 
and Egg National Board, secre- 
tary-treasurer. 


Nash Advances Two 


J. B. Huntress, sales promotion 
manager, has been promoted to 
assistant director of advertising 
and sales promotion of Nash Mo- 
tors division of Nash-Kelvinator 
Corporation, Detroit. W. A. Kel- 


ler, formerly handling service pro- 


motion, has been named to suc-| 
ceed Mr. Huntress as sales promo- 
tion manager. 


Plugs Windshield Shade © 


| 
Dieterich Products Corporation, | 
Oak Park, Ill, through Behel &| 
Waldie & Briggs, Chicago, has | 
launched an advertising and sales | 
promotion campaign on behalf of | 
its distributors and dealers for 
Karvisor, exterior windshield 
shade for automobiles, taxicabs 
and trucks. Consumer magazines, 
newspapers and business papers 
are being used. A merchandising 
program will also be provided for 
distributors and dealers. 


Gets Charm-Kurl 


Fraser Hair Fashions, St. Paul, 
has appointed Harry B. Cohen 
Advertising Company, New York, 
to handle advertising of Charm- 
Kurl home permanents. The ac- 
count was formerly handled by 
O’Neil, Larson & McMahon, Chi- 
cago. 


51 


_& & & & ONE journal reaches regularly... 


Eve ry 


retail jewelry store in U.S.—100% Coverage 


NJ reaches regularly EVERY 
Retail Jewelry store in U.S. 
listed by Jewelers’ Board of 
Trade except very small stores 
listed as ‘repairers’ — 7,000 
more RETAILERS than are 
reached by the second jewelry 
‘publication—more RETAIL- 
ERS than are reached by all 
other jewelry publications 
combined! RETAILER-cir- 
culation exceeds 21,400 copies. 


Because jewelry stores spe- 
cialize in small, portable 
“quality” articles exquisitely 
designed for personal or home 
use — durable articles repre- 
senting not only the ultimate 
in artistic design but also the 
maximum in gracious living, 
manufacturers and importers 
of all such articles should con- 
sider the prestige advantage of 
jewelry-store distribution. 


eweler 


CHARTER MEMBER 


CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


be promptly given. 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
ond Managing Director 
: A. R. SCHULZ 
F President and 
i Director of Sales 


PRINTING PROD 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


Proper Zuality 
Zuich Delivery 


| 
because of automatic machinery and day and night operation. 


Right Price 


because of superior facilities and efficient management. 


A —- connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 
quality and delivery. 


\ Da optinith Daordle 


(THE FORMER ROGERS AND HALL CO. 


UCTS CORPORATION 


j Gan De Fon Them 


‘ta 


na 


HERE is a large volume of the kind of printing Printing Products 
Corporation is best equipped and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 


Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 
and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an an oO executive who watches 


and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


because of up-to-date equipment and best workmen. 


PRINTER SPECIALISTS 


Artists - Engravers - Electrotypers 


Telephone Wabash 3380—tLocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


A large, efficient and completely 
equipped printing pliant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 


for all printing orders. 


Clean Linotype | 
Monotype and Ludlow 
typesetting. 

All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


service as fast as 
copies are completed. . 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


x\e? 


ait L | 
we ARE STRONG on ouR spect | 


MPANY) 


H. ]. WHITCOMB 


Vice President ami 
Assistant Director of 
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lL. C. HOPPE 
Secretary 
W. E. FREELAND 
Treasurer 
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Four Appoint Gordon 


Phil Gordon Agency, Chicago, 
has been appointed to direct the 
advertising of Inderrieden Com- 
pany (Peter Pan _ vegetables), 
Chicago; Williams, West & Witts, 
Chicago, for Cook’s Delight noodle 
basket; Illinois Packing Company, 
Chicago, for fresh branded beef; 
and Hom-Art-Foods, Inc., Chicago, 
for Hom-Art prepared mixes. 


Size Selector 


Keys Sales Plan 
for Children’s Socks 


New Line Unveiled; 
Consumer, Trade 
Promotion Planned 


READING, Pa.—Infant Socks, Inc., 
is convinced it has a _ successful 
solution to the problem of build- 
ing distributor enthusiasm for a 
new brand—in this case a new 
line of children’s hosiery. 

And as proof, it claims the dis- 
tributors summoned here for a 
recent sales conference were will- 
ing to catch later trains in order 
to complete the discussion of the 
program. 

Three reasons contributed to the 


Get ALL FOUR at ALLART! 


SS 


Choose the best possible medium «! 
reproduction for each individual job! 
ALLART offers you your choice of quality 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 


OAL LART convoration 


The key organization in the Allart Graphic Group » 234 North Broadway, Milwaukee 2, Wisconsin 


enthusiasm of the sales group, 
officials said. The distributors 
were given a good selling idea; 
they were provided with mer- 
chandising material to put the idea 
across; and the whole conference 
was tied to the central theme, 
which dominated the entire meet- 
ing. 
The new line of Revelry socks 
is to be advertised in consumer 
and trade media, and direct mail 
also will be used. Merchandising 
material is to be made available 
to stores. Dealers will be given 
presentation kits, and consumer 
literature also has been prepared. 
Beaumont, Heller & Sperling is 
the agency in charge. 

To set the stage for the dis- 
tributor ‘show,’ mannequins and 
blown-up photographs of children 


placed about the conference room 
for the morning session. Distribu- 
tors soon discovered that the sock 
tops and border designs on shirts 
and dresses worn by the dummies 


clothing manufacturers had co- 
operated in producing matching 
sets. A knitting machine, in actual 
operation, made the socks as the 
distributors watched. 


New Sizing Plan Introduced 


The company came up with its 
ace selling idea in development of 
a sock-sizing technique which, it 
claims, for the first time makes it 
possible to buy children’s sock 
sizes correlated with their shoe 
sizes. Revelry socks have been 
correlated to 248 shoe lasts, cover- 
ing a complete run of infants’ and 
children’s shoes. 

With the new sizing plan, dis- 
tributors were told, the mother 
only has to give her child’s shoe 
size to the clerk in order to get 
the proper Revelry sock size. 
Every size and half size is knit 
to fit, in length, width and pro- 
portion; and in coming months 
the youngsters’ mothers are going 
to be told that means greater 
comfort; more normal, healthful 
foot growth, and longer wear in 
every pair. 

To demonstrate the diversity 
and completeness of the hose line, 
the socks were stretched on a 
clothesline strung around the 
four sides of the dining room. 
Tying in with the brand name, 
serpentines and balloons floated 
from the chandeliers and ceiling. 
Colorful Revelry jackets covered 


the glasses; a menu card tied in 


wearing the new hosiery were | 


were the same, since children’s |’ 


RECORDING ON THE SPOT—Wilcox-Gay Corp., Charlotte, Mich., will dis- 

tribute this point-of-sale display to its national dealer organization. The life- 

size cardboard model holds a live microphone to dramatize the point that 

Recordio is a home recording instrument, and enables the salesman to record 

his conversation with the prospect. Cramer-Krasselt Co., Milwaukee, is the 
agency. 


the food with some feature of the 
line, and all cigaret packages and 
cigar boxes were wrapped in 
Revelry labels. As a _ luncheon 
favor, each distributor was given 
a stocking doll, made of Revelry 
socks. 

During the afternoon session, 
members of the agency presented 
details of the advertising and sales 
promotion program which will 
launch the new line. The problem 
of hosiery sizing and its solution, 
was developed in a sales presenta- 
tion kit for use by the distribu- 
tors. 

Climaxing the conference was 
the unveiling of a giant Revelry 
size selector, to demonstrate its 
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GARY 


FIRST CITY in the 
SECOND COUNTY 
in INDIANA 


as GARY 


2 


GARY 


LARGEST CITY, 

Next to Milwaukee, 
WITHIN A 100-MILE 
RADIUS of CHICAGO 


in INDIANA 


3 GARY 


PRINCIPAL RETAIL CITY 
and Amusement Center for 
LAKE AND PORTER COUNTIES 


Net effective Income 1946 Estimate SALES MANAGEMENT Population Est. 

Rae Ge 5 vac aaesiuseives $392, 188,000 322,700 

PO SN oi.b cwcterace ven 26,784,000 30,300 
18,972,000 353,000 


The Gary Trading Area is the heart of this pros- 
perous, concentrated, and easily accessible market. 


GARY'S ONLY NEWSPAPER 


THE GARY POST-TRIBUNE 


Home delivered daily to more than 95% of the families in the city zone. More than 80% 
average for the entire Gary trading area. 


More than twice the combined circulations of all five Chicago dailies in this area. 


No other medium even approaches the influence and penetration of THE GARY POST- 
TRIBUNE in this market. 


THE GARY POST-TRIBUNE 
has one of the most productive PULLINE* rates in America. 


*PULLINE measures RESULTS when you advertise in THE GARY POST-TRIBUNE 


National Advertising Representetives : 
BURKE, KUIPERS & MAHONEY @ New York, Chicago, Atlanta, Dallas, Oklahoma City, Los Angeles, San Francisco 


For best results ADVERTISE ADEQUATELY in newspapers 


operation. By setting the pointer 
at the child’s shoe length, the sock 
size is revealed on the cut-out 


Smaller selectors, for counter dis- 
play, have been prepared in 8x11-f 
inch size and will be distributedh 
to authorized retailers. 


Three Railroads 
Pool Passenger 
Service—and Ads 


SEATTLE—Three railroads offer- 
ing pooled passenger service be- 
tween Portland, Tacoma and Se- 
attle also have pooled their pro- 
motion. and launched a three- 
month campaign in daily papers 
boosting passenger travel. 

The railroads are the Northern 
Pacific, Great Northern and Union 
Pacific, and operate largely over 
the lines of the Northern Pacific 
for this 180-mile run. Copy fea- 
tures comfort and safety, and key- 
notes, “Its ‘clear railing’ all the 
way by train.” Each ad contains 
rail schedules, and some of the 
series feature the coach fare. The 
ads are signed by all three rail- 
roads. 

Copy in 5-inch single-column 
space will appear in all dailies o! 
Seattle, Tacoma and Portland, an¢ 
will run three and four times 4 
week. The account is handled >! 
Strang & Prosser, Seattle. 


Geden Joins Cohama 


Paul J. Geden, formerly » 
charge of advertising for Rev!0! 
Products Corporation, New York 
has joined the Cohn-Hall-Ma"™ 
Company, New York, as adver''s§ 
ing manager of the women’s w€4 
division of Cohama fabrics. ™! 
Geden was previously with Dorey 
mus & Co. 


Names Ferreira V.P. 


A. G. Ferreira, formerly in “% 
personnel division of Weste' 
Electric Company, Kearny, N. : 
has been appointed vice-presic°! 


of Howe Service, Inc., New Y 


house magazine editing compa”! 


dial on the basis of shoe width. 


Aavertts: 


DALLAS 
just nach 
ke king 7 
ain’t as 
Margia FE 
uplift th 
he’p ’em 
they’d be 
Seems 
back, Mi 
old East 
ville figg 
store bou 
sieres. ] 
fer just 
She wen 
made ont 
She lik 
'n friends 
kinda im 
soon, she 
with a cc 
in’ her k 
ment stor 
like ever 
gals was 
‘Course 
Powers ; 
right pro 
looks of | 
time, bu 
Guess ya 
An’ " 
Came 2¢ 
gals, anc 
pitchin’. 
all that— 
lent a he 
1942, she 
Harold H 
man in § 
Dallas — 
ship t? be 
Wal nec 
got ’roun 
makin’ s 
brassieres 
right clos 
sales eve 
line is Oo 
nounced 
male put. 
she was { 
The Ha 
trade pul 
this here 
isin’ to 
Brough 
Dallas ki 
letails. 
The He 
ha new 
{the bra 
‘nh wome 
ew to FE 
als over 
e’pin’ he 
me fella 
re lookir 


unera 
Study J 
The Na 
Ssociatio 
mmittee 
ertising- 
“fe to stu 


i to 
*hilac 
vne 
Woc 
1 Jr. 


r ey ; ; ; , 5 ie ‘ . : ,. P ' P 3 ae i aa f Ri. wai 
‘ae ee a ee ee a =a a: FF oa = 
hy ; a a ee a ; : sac 7 
; | = Advertising Age, August 18, 1947 ™& = 
es a,“ || Vo Vi 
| | pe bate * a ll a 
: | 4 be a aia : EE nx Se. : - oS 4, oe Pa - ‘ a é rs 
—_ sf & © 1 Ge | ae So G 
= 4 Sd eA. uf es Ee c. 4. @ é& Ce --— L ~~ a 
C aa _ a 
} e Sa ee > ee es: a 
| | = ts Pe se P 
| jiaings | Lf eee | 
at ; mee -. : ae : 4 t 
EVER Ss | — a 
SSFULLY; MAY =e ; 
GUCCE ‘ _ 2 
, (MITATED ie )hlelU ET 
« | ¥ . é { ee = : 7 a ' ee * # hit ' a 
* st RR ne 6 es 
« “ha ae a - ae 7 ; ae teal ee: rc eer + A : i — ‘ 
# id : E. e ua , a ug ae é = 4 =a Ras: he : ’ a ad 
gow ‘@ oa os lc kl 
; PRS : eee | OS ee > 
gf a A. ) ee : 
rn ee Ee te a oor epee OM parareuninmmaneenene ae y 
roe SS : 
; as } re = Pion be Ne a , ’ ‘ : ; ok - ag q 5 t = 
inti” | a lg ee Ete y 
| a & ”/ ee 
\ : 
( ‘“ Se 
t 
ie 7) ’ | i 
| a 
a} i TTT 
| LL 
i | 
: } is y } Sa Se | 
| a . a | 
ji i. Pty 
“5 s . \ | 
ih re * a ; Kowa 
\ — | ertisin 
: a Pcvertisin 
‘ S reflect 
: “2 FS a whol 
6 Sales | Po mortic; 
z lor the ori 
) , Bs : een ied 
saad 3 e A nod if Eh tri 
E ; . ee ~ thi oklet o 
; 4 . 4 | . Arthur 
‘ea “ ston ag 
: \ : ee handle pr 
: - FiInual co 
: he 
, eee Forms 
, ¢ Horry 
i ee | ae 
ae . ‘ew Yor 
ee stone 
ue * trial 
| Be SS The 
eee | , 
reel e —— . _ LL | PO - 
" ~ : » ‘ ‘d i= . : 4  : 


ee 


Advertising Age, August 18, 1947 


No Wonder Those | 
Texas Gals Are | 
So Good-Lookin’ 


(Picture on Page 59) 


DALLAS—Yep, pardner, we're 
just nachurly proud of our good- 
looking Texas gals, even if they 
aint as nachurly purty since 
Margia Hamlin started makin’ her 
uplift things that gals wear to 
he’p ’em look like they wished 
they’d been born, or grow’d into. 

Seems as how, about nine years 
back, Margia Hamlin of our li'l) 
old East Texas town of Jackson- 

ville figgered she didn’t like those 
store bought’n things called bras- 
sieres. Miss Margia wasn’t one 
fer just studyin’ on the situation. 
She went straight to work and 
made one fer herse’f. 

She liked it fine. Her kinfolks 
‘n friends likewise. Menfolks was 
kinda impressed too. Wal, purty 
soon, she was a’runnin’ a machine 
with a couple a he’pers, and sell- 
in’ her bras to a Dallas depart- 
ment store, exclusive like. Seems 
like ever’body liked the way the} 
gals was lookin’. | 

‘Course these eastern fellas cone 
Powers and Conover have been 
right proud of the nach’ul good 
looks of Texas women fer a long | 
time, but ever’ li’l bit he’ped. | 
Guess ya know what I mean. 


An’ Those Sweater Gals! 


Came all this talk ’bout sweater 
gals, and Margia was in there) 
pitchin’. Sorta promoted uplift ’n | 
all that—reckon ya might say she | 
lent a he’pin’ hand. Along ’bout 
1942, she married a fella name of 
Harold Hamlin who’d been a big | 
man in sales fer a flour mill in| 
Dallas — took him into pardner- | 
ship t’ boot. 

Wal now, today, Miz Hamlin’s | 
got ’round 125 power machines | 
makin’ somewheres like 700,000 | 
brassieres a year. That adds up | 
right close to $1,000,000 wuth of | 
sales ever’ year. Big dog of the| 
line is one she calls Hi-A, pro- | 
nounced highah, an’ when a fe- 
male puts it on, it does the job 
she was fixin’ to have it do. 

The Hamlins been usin’ Vogue, 
trade publications, and some of | 
this here co-op newspaper adver- | 
isin’ to tell their story, with | 
Brough Advertisin’ Agency in| 
Dallas kinda lookin’ after all the 
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offer-Biictails, 

e be-M The Hamlin folks are figgerin’ 
d Se-Hn a new plant so’s to make more | 
' pro-@i the bras fer Northern an’ West- | 
three-Hrmn women, and Miss Margia just | 
papers Mew to Europe to see ‘bout the | 
- als over there—kinda lendin’ a} 
rine 


pin’ hand across the seas. As| 
ne fella said t’other day, “things | 
bre lookin’ up.” 
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Tel = ms. 
rly i Ar‘hur F. Brown Associates, 
‘Revlot | agency, has been named to 
vork e press relations for the 66th 
1-Mar1 | conclave of the NFDA to 
« rtis €) in Boston Sept. 30. 
Vs wea ° 8 ° 
s. M@eoOrms Publicity Firm 
h Doremm © rry W. Smith, Inc., has been 
‘d at 480 Lexington Ave., 
: York, to produce technical 
E ial addressed to commercial, 
. 4 trial and engineering audi- 
y in Ue The new company has been 
»ste , i to handle the accounts of 
y, N. « *hiladelphia division of Yale 
resid vne and the Industrial Min- 
w Y Wool Institute. Harry W. 
ompa i Jr. is president. 


\ittee has set up a special ad- | 


to study the group’s problems | 


Campaigns Against Drys 
The Culinary Alliance and Bar- 
tenders’ International League of 


'America has approved a $150,000 


appropriation to launch a public 


|educational campaign against the 
|Drys, Emanuel Kovelski, president 
|of the New York State section of 


the league, told the annual con- 
vention of the New York State 
Council of Brewery and Soft Drink 
Workers, Inc., in Utica, N. Y. “If 
necessary,” said Mr. Kovelski, ‘“‘we 
can double this sum. We intend to 
show the public the value of the 


repeal of the eighteenth amend-j|the first time. 


53 
The agency is|of the station, succeeding the late 
ment.” | Locke, Johnson & Co., Toronto. A. S. Moffat. Carl Wheeler has 
—_—_—_—_— been named to succeed Mr. Har- 


Gets Rug Account rison as vice-president. 


American Rug & Carpet Com- 
pany, New York, has named Moss 


Maps New Pattern Drive 

Early in September, Oneida 
| Community Ltd., Niagara Falls, 
Ont., will present a new silver- 


Pi : Associates, New York, to direct its LETTER GADGETS keep those letters out 
plate pattern called “Morning | advertising. Trade publications| Mg waste basket and pay for them- 
Star,” the first new pattern in| and direct mail will be used. poe Shane Kenes sre ottonter, 


seven years. Back covers of Sep- Rog lhataned pe Th ge Rites Ey 
tember issues of national maga- Send for circular and price tet Mustrat: 
zines, French and English, and of them. 
rotogravure sections of weekend : 
papers in both languages will be | 


used. Car cards will be used for 


Harrison Heads WMAS 


Gerald Harrison, vice-president 
of Station WMAS, Springfield, | 
Mass., has been elected president 


ing many 


: A. MITCHELL 
Room 726, 111 W. Jackson Bly 


It’s a new time saving 


magazine selecting tool 
that gives the media 
buyer assurance of not 
overlooking any 
reasonable possibility 
for any consumer 


product. 


i it begins where you begin your analysis of magazines — with 
the product to be advertised. 

The Product-Advertising Guide connects every type of consumer product 
with the magazines that actually carry advertising for it or that have a de- 
tailed story for such advertising. 

2 Tt summarizes basic information you need about each listed 
magazine. 

Right on the page where the magazines are listed under the product that 
interests you, there’s a summary analysis of their basic editorial appeals 
and reader interests, to help you see how their readers match your needs. 


3 It lists publishers’ latest product surveys, studies, presenta- 


Watch for the Product- 
Advertising Guide’s first 
appearance in the 
SEPTEMBER issue of the 
SRDS Consumer Magazine 


We previously announce 
Guide would begin in the August 
issue of the SRDS Consumer Mag- 


azine Section. It would 


difficult to estimate accurately the 


tions, or other product information the publishers consider per- 
tinent enough to be brought to your attention. 

This helps you to be sure you’re using up-to-date information. It guides 
your inquiries for additional material. 

& It lists the trade and merchandising papers that serve the dis- 
tribution outlets for your particular type of product. 


S It brings together information you usually have to dig from 
many sources, for the first time organized in one place for your 
convenience. 

The information in the Guide is brief, but it aids your preliminary inquiry 


Section. 


d that the 


aad and it directs you to the sources of more detailed help. It makes it easy for 
iave been ‘ : : 4 
you to locate and get any added information you may need. 


tremendous amount of detail and 


correspondence inyolved in assembling and compiling the publishers’ information. But 
we will be ready to launch the new service in September. 
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CONSUMER MAGAZINE SECTION 


STANDARD RATE & DATA SERVICE aw 


WALT 


333 NORTH MICHIGAN AVE. 


NEW YORK 


have a look at this new feature from a purely service angle first. Advertising space will 
be available to publishe 


arried in the Guide in this first issue. We want everybody to 
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in 


run bi-weekly 


supervisory personnel. 


Agency, Columbus, 
appear in the Messenger. 


McBee Opens New 
Plant-City Drive 


ATHENS, O.— McBee Company, 
office equipment manufacturer 
here, has launched a combination 
advertising-public relations cam- 
paign to better acquaint residents 
its plant city with Athens’ 


Six-column advertisements will 
the Athens 
Messenger, explaining what Mc- 
Bee is, how it is managed, how 
its salesmen act as ambassadors 
for Athens, the million-dollar-a- 
year payroll, and the company’s 


Each employe receives reprints 
of the advertisements, prepared 
by Byer & Bowman Advertising 
before they 


New Publication to Bow 
Western Printer & Litho- 
grapher, 450 N. Robertson Blvd., 
Los Angeles, is a new monthly 
making its appearance this month, 


with news slanted to the West, 
Coast printing industry and allied | 
crafts. Robert Black is editor, | 
and Jim Hood, advertising man- | 
ager. Roby Wentz is associate 
editor. 


Joins Hanau as Partner 


Benet Hanau & Associates, San | 
Jose, Cal., has become Hanau- | 
Hyde Company as of Aug. 1, when | 
Maurice H. Hyde resigned his} 
position as advertising manager | 
of L. Hart & Sons Company to join | 
Miss Hanau as a partner. 


Lavin Elects Officers 


Harold Flint and Bob Dobbin 
have been elected vice-presidents, 
and Mildred Gregerson has been 
elected assistant secretary-treas- 
urer of Barney Lavin, Inc., Fargo, 
N.D. All three have become stock- 
holders of the agency. 


Bryant Joins ABC-WENR 

Bruce Bryant, formerly local 
salesman of Station KTUC, Tuc- 
son, has joined Station WENR, 
Chicago, local and ABC spot sales 


department, as salesman. 
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"Specialized 


the Midwest 


agriculture. 


v 
v 


practiced on the Pacific 
Slope, as contrasted with the 


general farming methods of 


why we western men look so 


favorably on our specialized 


publications. 


Joseph Fox, Director of Media 
McCann Erickson, San Francisco 


agriculture as 


and East, explain 


Livestock and dairy products represent 46°, of all agricul- 
tural income on the Pacific Slope. 


Only two (2) publications are needed to cover this $1 ,000,- 


000,000 market. 


Peck & Billingslea 


Phone: Central 0465 


Billingslea & Ficke 
420 Lexington Ave. 
New York 17, N. Y. 
Phone: Lexington 2-3667 


This year to date, 127 national advertisers have recognized 
western specialization and are using Western Livestock Journal 
and Western Dairy Journal to bring their products directly 


to the attention of the wealthiest income group in western 


WESTERN LIVESTOCK JOURNAL 
WESTERN DAIRY JOURNAL 


4511 Produce Plaza 
REPRESENTATIVES 


185 N. Wabash Ave. 
Chicago |, Illinois 


Los Angeles 11, Calif. 


W. M. Temple & Assoc. 
15 West 10th St. 
Kansas City 6, Mo. 
Phone: Victor 0021 


Crow Publications, Inc. 

1411 Fourth Ave. Bldg. 

Seattle |, Washington 
Phone: Elliott 1370 


Lee A. Ward of Ward-Griffith Co., newspaper representative, 
New York, included the trade press for the first time in the 12th 
annual golf party for ad execs given by his company and the 
Bergen Evening Record, Hackensack, N. J. The party, held at the 
Hackensack Golf Club, Oradeli, N. J., last Tuesday, included lunch- 
eon, golf, dinner and entertainment. . . David Rosenblum, owner 
and mgr. of WISR, clear channel daytime outlet in Butler, Pa.., is 
home from the hospital and recovering from a serious heart attack 
suffered shortly after his attendance at the recent NAB regional 
meeting in Baltimore. . . 

Public relations counselor L. Richard Guylay of New York tells 
how Rochester’s teen-age set solves its entertainment problem iy 
an Aug. 9 Collier’s article entitled “The Kids Get a Night Club.” 


The youngsters’ “hop-and-pop” spot, incidentally, is underwritten 


TOURNAMENT BOSSES—Planners responsible for the success of the Aug. |( 

golf tournament at Nordic Hills Country Club, sponsored by the Artists’ Guild 

of Chicago, are (left to right): Bill Kapche, Standard Studios; Jose Passaglia 

Roche, Williams & Cleary; Bill Clark, guild secretary; Marsh Gallagher, Lowry. 

Gallagher Studio; Alex Yaworski, guild president; Clarke Trudeau, Beaumont & 
Hohman, and Martin Krein, Foote, Cone & Belding. 


by Frank Gannett of the Gannett newspaper chain. . . Louis G. 
Cowan, producer of transcribed radio shows, is recuperating from 
an operation performed about six weeks ago... 

Tom Worthington, who is with the eastern advertising staff oi 
ADVERTISING AGE in New York, and his wife Liz, have a new son, 
Thomas K. III, born Aug. 4. The couple also have an 18 months 
old daughter, Betsy. . . Barton A. Cummings, Maxon v.p. in the 
New York office, is spending his vacation at his father’s fishing 


cabin in Wisconsin. His dad, incidentally, is Earl M. Cummings§ 


pres. of the Cummings, Brand & McPherson agency of Rockford 
|| 

Judd Payne, gen’l mgr. of Architectural Record, New York, i: 
vacationing in Nantucket. 
lisher of the Hartford Times, who shared a beach umbrella wit 
his newspaper rep, Douglas Taylor of J. P. McKinney & Sons. . 
The Advertising club of New York held its fourth and last golf 
tournament at Knollwood Country Club, White Plains, N. Y., in 
which Carl H. Eisler, pres. and publisher of Lingerie Merchandising 
had the low net score... 

Associated with Station WEMP, Milwaukee, since July, 1936, 
Ben Wolff was given a party by the staff on his 80th birthday an- 


ARIZONA SMILES—Modest pride at being the largest delegation from any 
city outside the host city of San Francisco, at the Newspaper Advertising Execu 
tives Association recently, is responsible for those friendly western grins. Dele 
gates from the Arizona Republic and Phoenix Gazette of Phoenix (from the left 
are Robert Petley, head of the copy service department; Ray Brown and William 


Brown, of the display ad staff; Robert C. Hall, assistant publisher and Freciiy 


Myers, advertising director. 


niversary, along with a gift of $80 and congratulatory telegram: 
from radio officials throughout the country. He’s believed to bé 
the oldest active time salesman in the business. . . 

Ray Girardin, production mgr. of WEEI, Boston, became tht 
father of a newcomer named Nancy Louise, born July 19. . . An¢ 
a daughter, Christine, was born to Elliott J. Barnett and rs 
Barnett. The proud father is on the display ad staff of the Hartjoré 
Times... 

Amon Carter, publisher of the Fort Worth Star-Telegram, u 
veiled a gold nameplate to dedicate the “City of Fort Wort', 
B-36-Al, first of a fleet of bombers being built by Consolidate 
Vultee. .. 


Hal Davis, Kenyon & Eckhardt’s publicity chief, is vacationing 


in the Poconos... 


Advertising Age, August 18, 194% 


Also there, is Francis S. Murphy, pub} 
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Alcohol Taxes 
Gain 15% in ‘46, 
Institute Reports 


WASHINGTON—Federal, state and 
local revenues from alcoholic bev- 
erages last year totaled $3,482,- 
244,916, up 15% over 1945 collec- 
tions, according to the Distilled 
Spirits Institute. 

In a 63-page report, “Public 
Revenues from Alcoholic Bever- 
ages,” the institute shows that 
state per capita revenue varied 
from $15.74 in Washington State 
down to 66 cents in bone-dry 
Kansas. Since repeal in 1933, it 
shows, public revenues on wine, 
beer and spirits have totaled 
nearly $21 billion, $9 billion of it 
collected in the past three years. 

The report shows federal liquor 
tax collections by states; state 


at Coordination 


revenues from license fees, sales 


taxes, state store profits, etc., and | 


Nat'l Gypsum Names 4 


National Gypsum Company, 
Buffalo, has appointed William U. 
Townsend assistant manager, in- 
dustrial division; Raymond W. 
Haugh, manager of industrial lime 
sales; Walter S. Hamme, agricul- 


New Group Aims 


|H. Shearer, eastern district in- 
| dustrial sales manager. 


of Food Research 


CuIcaco—Business, government 


and education last week teamed Johnson Names Two 
up in an unusual partnership to) 


|ture sales manager, and Douglas | 


ager. Herbert W. Little, formerly 
| assistant market research man- 
|ager of International Cellucotton 
Products Company, has been ap- 
| pointed sales analyst. 


Sells Alaskan Stations 


| Edwin A. Kraft, president of 
| Northwest Radio Advertising Com- 
pany, Seattle, has announced his 
sale of Stations KINY, Juneau, 
|and KTKN, Ketchikan, Alaska, to 
| William J. Wagner of the Alaska 


Arthur H. Mertens, household | Broadcasting Company. Mr. Wag- 


coordinate and distribute infor-| products sales promotion man-|ner also operates Station KFQD, 


mation on research activities in ager of S. C. Johnson & Son, 


Racine, Wis., has been promoted 
The Associates of the Food &| to household products sales man- 


the food field. 


Container Institute, as the new 


| Anchorage, and is building two 
|other Alaskan stations 
| banks and Seward. 


in Fair-| 


__2=—_ ADVERTISING | 
- AGENCY q 
\\ EXECUTIVE: _ 

IT'S NOT TOO EARLY 

to plan your copy and 

layouts for the catalog 


Gq pages in the Annual: 
January : 


sae ie 


_ (Closing October 1st) 


group is called, will act as a 
clearing house to its food industry | 
members for all developments and | 
discoveries evolved in the Army’s | 
$1,000,000 food research program. | 

While food experiments are no! 
longer hush-hush, there has been | 
no single method of distributing | 
data on new processes and ideas | 


for each state the method of|to the many food producers. The | 
liquor control, type of collections, new organization, says _ Col.) 
allocation of funds collected,|Charles S. Lawrence, command-| 
amounts collected on various types | ing officer of the Army’s Quarter- 


of beverages, and where _ local| master Food & Container Institute, | 


tion on food developments, the is known from one end of the 

jhe Commonwealth of Penn-| group's publications will be oS 

sy | familiar, too, in Alaska and 

ug. | County court in Harrisburg to dis- mi yg _— 9h00 annual _. | Hawaii. From Nalley's three 
Guild miss a suit filed by Dominick | ??! y member companies. It is Tacoma plants to this wide dis- 


saglia 
Lowry: 


1ont SM tax of one cent on each 12 ounces | met in this way. a — = a = 
of bottled soft drink and one-half | ae 2 pate, See & me Bee 
cent on each ounce of syrup used Names Primary Objective ome Cpnmet, con i 


lis G. 
from 


aff of 
Vv son, 
1onths 
in. the 
ishing 
mings) 
kford 


rk, iM% nation department, of the tire divi- atic conditions. 
, puby sion. Lawler B. Reeves has been| The new organization came into 
1 wit named manager of farm market | being, said Dr. George Gelman, 


ns. . sales for U. S. Royal tires, a new technical director of the Army’s 
st golif/™ position. Both will have offices in | institute, as a result of a general 
Y., ing New York. feeling in the food and container 
isin 2 Saws ‘ |industries that the close wartime 
pis KSCJ-FM Goes on Air liaison between Army and indus- 
1936 =Station KSCJ-FM, affiliated | try might otherwise be diminished | 
ay an-™™ with KSCJ of Sioux City, Ia., will | because of personnel changes. 


from any 
1g Execu: 
ns. Dele 
the left 
J William 


and Fre ie | maker of sea food gift packages, No ‘‘outside’’ newspaper does an 
and the Committee Opposed to adequate job in Tacoma - Pierce 
Oregon State Sales Tax. County. But the dominant, local 


legi ams 
d to be 


ime thé 


taxes are collected. 


Soft Drink Tax Contested 


Maida, Philadelphia, challenging 
constitutionality of a new state 


drinks. The suit charges that the 


with more than one subject. 

U. S. Rubber Promotes 2 
A. G. Westlund, manager in 

ment activities for the U. S. Tires 


Company, has been promoted to 


or more daily Aug. 18. 


will cover a 100-mile radius. 


in fountain manufacture of soft, 


tax law lacks uniformity and deals | 


'in 85 colleges, as well as the $1,- 


New York of business develop-| 
division of United States Rubber 


manager, sales production coordi- | 


begin FM broadcasting six hours | 
Initial |quce its own food,” he continued, | 
power of 4,400 watts will later be | 


increased to 280,000 watts and | lize research discoveries immedi- Number Five of a Continuing Series 


has been set up to meet this need. | 
While the Army will assume re-| 


sponsibility for printing informa- | 


expected that the yearly printing 
costs of close to $100,000 will be 


The primary objective of the 
Army’s food research plan, which 
is being carried on in 100 projects 


000,000 yearly Chicago University 
Food Research Institute program, 
is to develop new foods with out- 
standing nutritional values, in the 
most appetizing form, at lowest 
cost, and with greatest stability 
|under adverse shipping and cli- 


“Since the Army doesn’t pro- 


“it is imperative that industry uti- | 


|ately, so that in case of an emer- 


| gOINT- OF-s ALE 


anship — 


gency, no time would be lost in 
conversion. The entire program 
is voluntary, and no company 
;need fear that any information 
| will be released without its con- 
| sent.” 

| The Associates will seek to) 
|avoid expensive and unnecessary | 
|duplication of research effort! 
through publication of a calendar 
on “who is doing what” in food 
and container research. It will be 
made available to industry, edu- 
cational institutions and govern- 
mental agencies. | 


3 Name Searcy Agency 

| Searcy Advertising Agency, 
Portland, Ore., has been named to 
handle the accounts of Sharp & 
Crowley, maker of a new framing 
square carpenter’s tool; Paragon 
Packing Company, Astoria, Ore., 


Johnson Promoted 


Clovis N. Johnson, art director 
of Frederick & Nelson, Seattle de- 


. Walser eS en => 


News Tribune delivers a whopping 
78% coverage of the 76,400 *'Sec- 
ond Market families’’. 
Tacoma poper reaches but 54°, ... 
the Seattle morning paper only 10°, 

. the first Seattle evening paper 


for the market. N 


a 


ie 


Highlighting the Diversified Payroll Builders 
of Tacoma-Pierce County 


WASHINGTON’S 


S2coNne 


MARKET! 


SALES Management's May 10, 


Survey of Buying 


centage of U.S.A 


Nalley’s, Inc. 


The ‘‘Nalley's'' label — on a 
long list of food specialties — 


tribution area go such products 
as salad dressings and table 


latter product being prepared 


employs nearly 400 Tacomans. 


. sales potential. 
a market you can’t afford to miss if 
you hope to do a job in the growing. 


a 


alley's, Inc., 


1947, 
Power shows Tacoma- 
Pierce County second among Washing- 
ton State counties in population, retail 
sales, effective buying income and per- 


It's 


dynamic Puget Sound Country] 


A “Must Buy”... 
and Here’s Why! 


The 


The other 


mcoMmA 


News 
Tribune 


; t t t h b just 4%. No doubt of it: The News 
.. Ane ; partmen store, as een pro- Tribune is a ‘“‘must’’ — always. 
nd Mrs moted to advertising manager, Now Delivering More Than 60,000 Daily! 
Jart{or succeeding Adrian Delsman, who 


has joined Famous-Barr in St. 


am, un ee for ty-five | ‘s. Louis as display director. 
olidate CHICAGO SHOV Names Will Burgess 
PRINTIN Cardinal Book Company has 


ation nag 


2639 N. Kildare 
Spaulding 1 


appointed Will Burgess & Co., New 
York, for a mail order campaign 
| in newspapers and magazines. 
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j|hope that new Liberty’s recogni- 
° aise tion of an outmoded and obsolete 
Raises Commission Rate j}agency commission structure is 
To the Editor: New Liberty|adopted in the near future by 
magazine is very pleased to an-| other publications. 
nounce an increase in agency Jack K. Cooke, 
commission to 17% and 2% cash, Liberty of Canada Ltd., To- 
discount beginning Aug. 1, 1947. ronto. 
I feel this adjustment of agency | vgwy 
commission is a necessary one if | : 
agencies are to be expected to American Bosch Ads 
continue to operate on a sound | Win Favorable Comment 


‘Liberty’ of Canada 


This department isa reader’s forum. Letters are welcome. 


step’ Look Like This Tomorrow?” 
| The American Bosch Corpora- 
tion received a great deal of fav- 
/orable comment upon publication 
of the first advertisement, includ- 
ing enthusiastic review in the 
'monthly bulletin published by the 
‘local Chamber of Commerce, let- 
‘ters from leading bankers and in- 
dustrialists, favorable comment 
| by workers and union officials, 
| etc. 


AGU ’ 


‘Will Springfields Doorstep’ Wij] SPRINGFIELD be a 
look like this Tomorrow ? World Port ? . 


Wa) ee 


financial basis. Unless the agency | To the Editor: You may be in- The second advertisement was 
business is attractive financially, | terested in the unusual local re-| published in the July 28 (p.m.) 
obviously we in media cannot ex-/|action to a new series of plant- | edition of the Springfield Daily 
pect the agencies to expand and to city advertisements inaugurated |News and the July 29 (a.m.) edi- 
be able to offer an increasingly|in this city by our client, the|tion of the Springfield Union. The 
better service to the advertiser.|; American Bosch Corporation. We | same issue of the Daily News that 
Additionally, unless the incentive | enclose proofs of the first two ad-| carried the ad also carried a long 
of greater reward is re-introduced | vertisements headed: | editorial entitled, “Make the 
into the agency field, media’s hope| 1. “Will Springfield be a World Dream Live.” 
of agency development of new) Port?” It seemed to us that such 
business goes awry. I sincerely| 2. “Will Springfield’s ‘Door-, lengthy and enthusiastic editorial 


OUR POWER IS MORE THAN 50,000 WATTS 


Our clear-channel signal is only a carrier for the thing that makes the real power of 
WSM — the complete and unswerving confidence of the folks in a market of five million 
listeners. Their belief in what they hear over WSM is our real power — the reason this 


is the only medium which, by itself, can deliver this thriving market to a sponsor. 


HARRY STONE, GEN. MGR.@ WINSTON S. DUSTIN. COMM. MGR.e@ W 
EDWARD PETRY & CO., NATL. REPRS. 


NASHVILLE 


LOCAL APPEAL—American Bosch Corp. talks local problems, specifically, in 

an unusual series of plant city ads in Springfield, Mass., newspapers. This new 

approach to community relations is already gaining enthusiastic support from 
local readers, including newspaper editors. 


comment upon a paid advertise- 
ment was really something out of 
the ordinary and that, therefore, 
you might be interested in having 
this story. 

Won. B. REMINGTON, 
Wm. B. Remington, Inc., 
Springfield. “Mass. 


7, +. 


Clarifies Readership 

on ‘Life’ and ‘Look’ 

| To the Editor: Your “Private 
| Lines” column in the Aug. 4 is- 
|sue of ADVERTISING AGE has a 
somewhat misleading statement 
regarding magazine audience 
studies. 

In the last paragraph you state 
that Look’s figures tally with 
Life’s on Life, The Saturday Eve- 
ning Post and Collier’s. As a mat- 
ter of fact, the Look study merely 
measures audiences of Look, 
American and Cosmopolitan. All 
| the other figures used were taken 
|from the Life advertisement which 
is based on Life’s “Continuing 
|Study of Magazine Audiences” 


Evening Post and Collier’s. 
A. Epwarp MILLER, 
Assistant Director of Market- 
ing Research, Life, New York. 


i ee 


‘Publicist Has Some 
Weather Trouble 


and includes Life, The Saturday | structure for sleepers, either ma- 


of newspaper advertising in Chi- 


and insignificant to the one we 
have just launched. The present 
campaign calls for 39 full-page 
advertisements complete, dis- 
tributed through the Chicago 
Tribune, Sun, Herald - American, 
Daily News and Times. The 
schedule runs concurrently to Oct. 
| 22, 1947—just about three months. 
This sensationally staggering full- 
page advertising promotion 
reaches a magnitude that we be- 
lieve is a historical epoch for a 
single advertiser in this market. 
We may assume that an average 
newspaper page is 2,400 lines. On 
this basis the present campaign 
consumes 93,600 lines in less than 


cago. This was a teaser campaign, § 
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To the Editor: Re Mission Inn 
—if it is possible, will you please 
make the following correction in 
the publicity story we sent you | 


Why? . 
|ing for the invitation to buy. The 


90 days. Over 1,000 lines per day. 

What a terrific bombardment. Ap- such: E 
proximately 24,000,000 impres- properly, 
sions. urging h 
Practically every ad will fea- old-fashi 
ture one or more new 1948 Philco Mme™@ry 
radios so that our franchised ff im fever 
dealers will begin selling newMM yu. 
stock right away. There’s no Bas ne 
}room in the Philco merchandising § oo 
ent term 
| terial or men. Consumers will be deter 
urged to buy more than one set. 7 — 
hire : : s pows 
In addition, national magazines We ha’ 

and radio stations spanning the en- ricity 
\tire United States will be carry- Vouldn’t 
|ing sales messages of convincing Bone it 
importance. Much of this will, ohnet 
| develop extra business right here vasher. | 
for Chicago consumption. that it 


We are advancing the season... 
. . The consumer is wait- 


on July 17: _ public will be Philco conscious. mind tha 
Please eliminate the — | We feel that every radio dealer i dishes 
“sun drenched tio” Py S€ | can have complete faith in his vater-po 
patio” and in its| business and realize that Philco is We'll 
place insert the words, “cool : : : : suc 
shaded patio with rippling foun ee ee oe Oe 
tain.” ~| ceed eas ~ engin why son 
OSEPH F. Novy, ersist i 
Vice - Pal Ah cen Navases, Advertising ~—?, ‘ 
Van Norden & Staff Los An- | Sales Promotion, Philco Dis Press | 
geles. , tributors, Inc., Chicago. wings 
ib desis a+ Oaklar 
‘Philco Puts Intensive ‘Says Merry-Go-Round Ro 
Effort in Chicago Market 1s Safe, Comparatively or We 
To the Editor: Phileo makes| To the Editor: Your “The ld _ 
good on its promise. Earlier than | Merry-Go-Round” [AA, Aug. 4 To the 
expected! There is no slack sea-| fails to fit. obsaphe 
son in Philco’s operations. A| The merry-go-round is a tes ed, soba he 
newspaper advertising campaign |comfortable, conservative cont ap- gs 
of sensationally staggering pro-| tion for the entertainment of man — i 
portions has already been|woman and child—entirely :aft ' ng 
launched. Serious accidents are very ‘ew elle be 
On Wednesday, July 30, a full-| They are run on the level anc no' mm beh: 
|page ad appeared in the leading| any of us gets hurt. * I 
newspapers. The caption “For 17 But when we go a-spirallin:, 4 . 
Years America Has Said .| we’re going today, a lot of us ar € vs 
‘When there’s a choice it’s a | going to be injured, even be/‘or 7 ye 
PHILCO!’” is the theme of the| we get to the top and fall off. | . : 
present bombardment of full-page | fact, I fail to find any who ™! le 
ads in Chicago newspapers. We|not get hurt. ‘ 
are delivering the radios and sup-| I have made a hurried su! P 
plying the advertising ammuni-| of my own immediate affairs. wn 
tion to create the greatest dollar|my family there are five dist - 
volume of business that the Chi-|households, each independe! % 
cago area has even known. Phil-| operated. Both my wife an . 
co’s prosperity parade is on the have a maiden sister and I h me 
march. two widowed sisters. Of the irect 


Not long ago, during April and 
May, we used about 30,000 lines 


five, my own is the only one w'! 
any hope of even approximat« 
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2 meeting present-day increases 
without changing spending habits. 

In none of these four households 
is there any danger of dire want, 
but the economy of our country 
is going to seriously suffer because 
these four families, anc others 
like them, are not going to buy 

Z the many things they used to. 
© That’s 80%. Who is going to buy 
the products (and pay labor for 
making them) these families used 

to buy? 

It would not be so terrifying 
if there were other groups coming 
along to take the place of these 
who will have to curtail, but I see 
no considerable number to take 
up the slack after the pent-up 
demand and the of-necessity ac- 
cumulated purchasing power has 


‘i been spent. The wage-earner of 

ew today is not able to spend, rela- 

om tively, more than he was 10 years 
ago. 


To all economic questions there 


‘hi- Migare simple answers if we will only 
ign, |gsit down and use simple arithme- 
we atic. When there is no longer pur- 
sent Machasing power production must 
page fam Stop. When production stops em- 
dis- Baployment ceases. With unemploy- 
agop_ment—a bust. It is not pleasant 
ican.ato look forward to, but perhaps 
The fa the sooner it comes, the better for | 
Oct. Mathe future of our country. 
athe CuarLes N. THOMPSON, | 

full- The Inn, Buck Hill Falls, Pa. 
ie ae 

or ajgWaterpower Does It 

“a for Kaiser Fleetwings | 


On To the Editor: Until recently, 


all mechanical dishwashers were 


| 
| 


yaign f . ; 
than @eclectric dishwashers and it has_ 
day. Maoecome a habit to refer to them as 
- Ap- such. Editors and writers, very | 
pres- properly, have been diligent in| 
urging housewives to discard the | 
it, old-fashioned, laborious and net 
shilco sanitary way of doing the dishes 
hised fa" favor of mechanical contriv- | 
new MEences, universally referred to as | 
i ee “electrical dishwashers.” May we | 
lising now presume to suggest a differ- | 
gr ent terminology? Because Kaiser 
il] be Fleetwings makes a mechanical | 
at lishwasher and it isn’t electrical. | 
ahi It's powered by water. 
AZINCS We haven’t a thing against elec- | 
1€ &D Bitricity. We love electricity. 
art Y~ MiWouldn’t be without it. But, dog-. 
gre meone it, there just isn’t any need | 
| will for electrical energy in our dish- 
; here MBvasher. Hence, we drop this hint | 
-that in fulfilling your mission | 
On. . - Mf inducing housewives to acquire | 
wail- Himore of the gadgets that lighten | 
The heir work, you might keep in| 
sC10US: Hmind that there are now two kinds 
dealer Hit dishwashers — electrical and 
in his Hivater-powered. 
ilco is We'll now crawl back into our | 
9 SUC" Hole to brood on the question of 
itably. Hivhy some women (poor souls) | 
Y, bersist in washing dishes by hand. 
ant JOHN WINTERSTEEN, 
Dis Press Relations, Kaiser Fleet- 
Wings Sales _ Corporation, 
Oakland, Cal. 
id v » 
sly evere to Use ‘Work 
ve ola fee’ Want’ Message 
ug. 4 To the Editor: Some time ago, 
DVERTISING AGE reproduced an 
tes'ed ‘dvertisement of the British gov- 
nt) ap- ent featuring the slogan, “We 
f man, |o'* or Want” with an accom- 
y safe ‘nying editorial. 
~ fer We believe that this is an ex-| 
and n “lent message to call to the at- 
flion of as many Americans as 
linc, 2 sible. May we have your 
us art ~"M1SSiOn to reproduce it in the 
bef evere Patriot?” 
off. | ‘he “Revere Patriot” is the em- 
a. 7 Y° magazine of Revere Copper 
ss, Inc., with publication of- 
Zi n Rome, N. Y. We are in- 
ty g a recent issue so that you 
‘aint better judge whether or not 
Saal vould care to see a credit 
me ” ADVERTISING AGE included 
‘we W. L. Peck, 
ye ’ ector of Employe Publica- 
donate s, Revere Copper & Brass, 


Rome, N. Y. 


“a 
-~ 


BBDO to Present 
3rd Copy Course 


San FRANcIsco — The third ad- 
vanced copywriting course, to 
start in September at the Golden 
Gate College school of advertis- 
ing, will be presented by Batten, 
Barton, Durstine & Osborn. 

Roger Verran, copy chief of 
BBDO’s San Francisco office, will 
direct the course with the assist- 
ance of the agency staff. Enrol- 
ment for the advanced course, 
given for the first time a year ago, 
is limited to those who are actu- 
ally engaged 


tions. 

Herbert K. Reynolds, vice- 
president and resident manager of 
the San Francisco office of Foote, 
Cone & Belding, ~presented the 
course when it was first given, 


in advertising, or | 
who present equivalent qualifica- 


THE PROFESSORS—Lois Ingalls, ad- 
vertising manager of the White House 
department store, San Francisco, and 
Herbert K. Reynolds, Foote, Cone & 


Belding West Coast vice-president, 

confer on copy examples for their 

courses at the Golden Gate College 
school of advertising. 


| while the spring term was given 
| under the direction of Harrison T. 
‘McClung, J. Walter 
|\Company’s vice-president 


|charge of creative production. 
The course is under the general 
‘sponsorship of the San Francisco | 
| Advertising Club. Florence Gard- 
ner, executive secretary, and Cyril | 
Wright, chairman of the club’s 
‘advisory committee for the school 
|of advertising, have been active | 
in planning the copy courses. An 
|admissions committee of the ad-| 
‘club considers all applications for 
| enrolment. 


| 

‘Robinson Joins Grey 

Phyllis Kenner Robinson, for-| 
mer ly account executive-copy- | 
|writer of Bresnick & Solomont, 
|Boston, has joined the sales pro-| 
|/motion division of Grey Advertis- | 
ing Agency, New York. 


| 
Lingerie Merchandising, pub- 


| 
| | 
Plans Lingerie Manual | 
lished by Carwil Publishing Cor-| 


Thompson poration, New York, will publish | 
in| its 1947 sales manual as part of | 


57 


the September issue. Among sub- 
jects to be covered are selling, fit, 
fabric quality, pricing, and meth- 


|ods of increasing the unit sale in 


lingerie departments. 


——_—~ 

Get to Chain 
store fountain men 
through the book that 
serves their interest. . 


Kid Turns Calf into $42,000! 


Jack Hoffman, 15 yr. old, 6 ft. 1, Ida Grove, la. farm lad 
fed a calf as a 4H project... last October sold his American 
Royal grand champ for $42,000 . . . steers readers right . 


on raising steers: ““You don’t like muddy food ; cattle 


don’t either. You wouldn’t like to push your nose thru 


ice to get drinking water; neither do they. You like an 


electric fan in the summer; so does an animal. You want clean 
quarters; stock thrives on them—a steer is a clean animal!”’ 
Third generation, in a family which has won a rainbow of 
show ribbons, 15 grand championships in the greatest U. S. 
shows... Jack learned from his father and grandpa to buy the 
best feeder stock... treat four-footed friends with two-foot 
psychology ... build confidence among steers by walking 
slowly in the feed lot, calling cattle with soft tones, never 
raising voice, until big bruisers lick his hand... puts red-clover 
in their bunks, and sprinkles with oats... introduces corn 
gradually... watches diet balance like a skilled nutritionist. . . 
when infrequent sickness occurs, passes out the sulfa pills and 
penicillin . . . believes that in farming, it’s the little things that 
count, thoroughness, willingness to work... and proves that his 
philosophy pays by selling his prize products at fabulous prices. 
Advertisers with an eye for present and future farm market 
profits can profitably learn more about a future farmer and 
his family ... Read ““Managing and Showing Livestock”’, 
SucCESSFUL FARMING, 


August, page 114. 


Most Missed Market... Barely reached by general 
magazines or national networks, the nation’s best farm market 
in the 15 Heart States... is penetrated deeply only by SuccEssFUL 
FARMING... with 1,200,000 circulation among the best farmers, 
with richest soil, most productive methods, largest land, 
building, and equipment investment, highest cash receipts— 
the average SF subscriber in 1946 had gross income of $7,860 
(without govt. payments), $3,252 above U. S. farm average! 

With savings of the six best years in farm history, 
merchandise demands running to billions of dollars. . 
readers are the best class market in the U. S. today.. 
national advertising is truly national without this market 
and medium! Full facts, any office... SuccessrFuL FARMING, 


Des Moines, New York, Chicago, Cleveland, Detroit, Atlanta, 


San Francisco, Los Angeles, 


Poets sing about bluegrass, but unromantic 
soil scientists term it a ‘‘weed’’. Ten year 


tests at U. of Wis. show alfalfa-red clover- 
bromo-Ladino pastures give 241% greater 


yield . . 


. and epicurean Elsies prefer it for 


mealtime snack, up milk production. 


“Bluegrass is a Weed, 


to Work,” page 26. 


. SF 
.and no 


”” page 22. 


Herb Hartwig, Denison, Ia. farmer, in Jan. 
°46.... went all out for electricity . . . now 
current at $24.87 month saves two full time 
hired men formerly costing $3,500 a year 


“We Hired Electricity 
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EVERY sunrise, the Times is welcomed into more Los 
Angeles homes than any other newspaper. And, with 29,735 
new family units approved in the first half of °47, 

Los Angeles now leads the nation in building new homes. 
The surest way to enter Los Angeles County homes. . . 


to sell your product or service in America’s Third Largest Market 


. . is through the Times. 


NOTE: Due to the newsprint shortage and our primary obligation to supply a 


complete summary of news to our readers — we continue to ration advertising space. 


& 


LOS ANGELES 


CIRCULATION — Publisher's statement for six months 


Represented by Williams, Lawrence & Cresmer 
ending June 30, 1947: Daily, 412,606; Sunday, 759,045. 


New York, Chicago, Detroit and San Francisco 
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PHOTOGRAPHIC J 
REVIEW OF 
THE WEEK 


% white rewrare binek. 37 te 46 
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MARIS BRASSIERE CO © JACKSONVILLE TEXAS 


SFOS, Hevtan @  BICHEGOETTINGER, Datta 


JOVEMAM, JOSE & LOGR, Seminghom. © BROWMOUNKE Toles 
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ROUND STITCH—Marja Brassiere Co., 
Jacksonville, Tex., is using this copy in 
Vogue Aug. 15 for its Hi-A nylon satin 
brassiere, with exclusive round and out 
stitch. (Story on Page 53.) 


PAL GETS AROUND—Pal razor blades, unfamiliar only in their foreign language 
copy, have traveled half way ‘round the world to the frontier Turkish city of 
Kars. Al Paul Lefton Co., New York, handles advertising for the Pal Blade Co. 


What orn qutao 9d, foun, 
cs P 9° 

all ne SALESMAN—Winsted Hardware Mfg. 

Sievetteest. Flom Co., Winsted, Conn., is offering this 

four-color display to retailers through 

aq A. C. Sanger & Co., national sales rep- 

¥| resentative. It accommodates either 


the Durabilt automatic folding iron or 
the company's new conventional iron. 
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CHEVROLET 


ALITY AT 


SiG-CAR® OV L1owe 


FOR THE LADIES—This full-color page starts a new campaign by Chevrolet ; 
‘or Division, addressed specially to women. A series of six ads is to run in 


MOW/ NO WAXING BOWL NEEDED 


van 70 GWE... 


eM Knayo- Monarch = 
| Llectrical Servants 


TO GOLOR MARGARINE! = 
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Try i today! Made by ¢ udahy, ca 97 
known for over $7 years for highest ee 
quality foods. A product of American 
farms. Has 15.000 Vitamia A untrs, 
Compare Deirich’s sealed-io freshoess 
and abundant outeition with asy spread 
ac any price! 
Wasch your family cease to color 
Delrich wn che new B-2 Color Pak! 


4) Only Delrich Margarine Comes in New £-Z Color Pak! 
knead the plavix hag to color Detrich. 
Seeled- tn Freshness... Better Flaver! 


Taste its becer favar—its fresh-made 
goodness’ Only in Detrich is freshness 


i 
i, s wonderful” “Saves messy dishes” 
My voungerer can do it perfsedy 

write housewives from coast ww Gast 
See the shove prutures—how you 

calor Delsich soude a sealed plastic 
hag Ao exclusive Delrich frame No  sewled & (8-2 Calor Pak docs it). Cam 
mung bow! No greasy staioed hands. aot absorh outside oehors. 

No dishes to wash. No waste. h'sclean, Delrut te mace spectaily far the table. 

quick. casy—actuatly fun! You simply Sot pe being oeedbe added 


SOLUTION—Cudahy will use this four-color page in magazines to convince 

housewives that the problem of coloring margarine has been solved with Delrich’s 

new E-Z Color Pak. It's the first magazine copy used for Delrich, and coin- 
cides with its attainment of national distribution. (AA Aug. I!) 
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GRIDIRON DATA—There's plenty of collegiate and pro football information 

included on this 1947 map, being sent out by Albert Richards Co., Milwaukee 

sportswear maker, for the |0th straight year. Leading clothing and department 
stores distribute the maps. (Story on Page 17.) 
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Homes & Gardens, Household and Ladies’ Home Journal consecutively 
3h the remainder of the year. Campbell-Ewald Company, Detroit, is the 
agency. 


ONE OF TWO—This first of two four-color, two-page spreads, to run in the Dec. 6 Saturday Evening Post has been scheduled 
by Gardner Advertising Company, St. Louis, for Knapp-Monarch Company's electric appliance division. The Genie trade- 
mark also will be carried on the half-page, black-and-white Post insertions, as well as in all supporting advertising. 
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Wright has been active on the| 


Hollywood, has joined Harry B. ERMA, GIMLEEMEEY 600 — 
because they want information Drene shampoo account in the 
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ling ] 
Names Witmer Company Joins Rumford Chemical | Appoints Bossa 4g aa 
Wallace Witmer Company, Loretta Kister, formerly home| Howard N. Bossa has been © Hijy : we 
Memphis, New York, Chicago and | economist of American Can Com-| pointed publicist in the inter! ‘ 
Boston, has been appointed ex-| pany, has joined the research staff | tional division of Connecticut St ; 
elusive national representative of | of Rumford Chemical Works, Rum- | Development Commission, Ha Offi 


the Journal, Hope, Ark. ford, R. I., as food technologist. ford. 
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ensus Holds Off 
on Business Study; 
ill Cover 1948 


(Continued from Page 1) 
‘hmmediately after Congress re- 
,»ssembles, Mr. Capt felt the leg- 
slative picture was too uncertain 
o justify planning. 

At a staff meeting Wednesday, 
op personnel agreed to: 

1. Move inimediately after 
ongress reassembles for final 
assage of enabling legislation 
pstablishing simultaneous censuses 
f manufactures and _. business 
very five years covering the 
rears ending in 7 and 2. 

2. Amend the pending bill (al- 
eady passed by the Senate and 
bpproved by House committee) so 
hat the initial business census 
overs 1948 instead of 1947. Sub- 
equent business censuses would 
over the years ending in 7 and 2 
imultaneously with the Census of 
fanufactures, however. 

3. Move immediately after 
abor Day for meetings with re- 
ailers, marketing men and other 
nterests, with a view of rede- 
igning the business census to 
provide information more useful 
o all segments of the economy. 


Want Thorough Job 


The decision to forget about a 
ush job covering 1947 came from 
ureau technicians, who felt that 
nore thought ought to go into the 


gimmpreparation of the first postwar 
738 Mpensus. 


With a staff now consisting al- 
nost entirely of experienced per- 
fonnel recruited from the statis- 
ical centers of the war agencies, 
he bureau has become highly 
Mritical of its past performances, 
particularly in the relatively un- 
bxplored business census field. 


48 
16 
44 


os 


mhought of taking a census which 


429Mvould merely resemble the type 


bf job done in 1939. Before making 
new study, 


he material more useful to retail 
roups. 


579 Prepare for ‘Manufactures’ 


Some 


ind fg January. 


New manufacturing census staff 
embers, accustomed to provid- 
g figures useful to top produc- 
have 
ne into large-scale pre-testing 
“schedules” to 
sure a maximum amount of use- 
information at minimum in- 


to- 


on and military officials, 


P questions and 


+] 


ivenience to business. 


‘69 HM Significantly, officials in charge 
o. the manufacturing census have 
3} ‘de vigorous efforts to study in- 
‘strial bookkeeping methods, so 
a it the questions may be directed 
the type of information which 7 


‘Siness has readily available. 
516 Revise Schedules 


ulactures is to contain 


ated the schedules. 

OF 
census say their job 

‘€ complex. 

r one thing, 


¥ 250,000. 
eover, 


The new personnel is cold to the i 


they are anxious 
articularly to find a way to make 


indication of their atti- 
le may be deduced from the 
ise-cleaning that is accompany- 
ig preparations elsewhere in the 
ureau for the Census of Manu- 
cures, to be taken in December 


Moreover, the new Census of 
im- 
664 fant revisions in product and 
‘eRS @PY material data, with greater 
. Behe sis on the economically sig- 
rt ant products, and a thorough 
36 ese of minor items which com- 


‘clals in charge of the busi- | 
is far | 


the business | 
Us involves compilation of a| 
“ing list exceeding 2,000,000. 
1 the manufactures census | 


the business ome | 
15,000,000 questionnaire | 
Officials questioned whether | 
Could get these printed until | 


Congress definitely approves the 
idea of a census. 

Finally, the business census 
deals with retailers and “small 
business men” whose records 
may be less complete, or whose 
appreciation of statistics may be 
less highly developed. 

Supporters of the census agreed 
that a postponement until 1949, 
covering 1948 might ease the way 
for Congressional adoption of the 
authorizing legislation. Report- 
edly House Republican leaders 
balked at approving a project that 
would have created 7,000 jobs 
during the months immediately 
preceding the 1948 national elec- 
tion. 


Maytag Hits Record 
Maytag Company, Newton, Ia., 
broke all existing sales records, 
both in units and dollars, in the 
first six months of 1947, Frank 
Maytag II, president, has reported. 
Dollar volume for the half year 
exceeded $25,000,000, more than 
double the sales for the first half 
of 1946. Bulk of sales consisted 
of washers now being produced at 


the greatest rate in the history of 
the company, which still has a 
substantial backlog of unfilled 
orders. 


Grey May Enlarge List 
for Retail Newsletter 


Grey Advertising Agency, New 
York, is offering without charge 
to manufacturers its monthly 
newsletter, “Retail Grey Matter,” 
distributed for the past 10 years 
to retail executives, particularly 
in department stores. The agency 
reports that during the last few 
years several hundred manufac- 
turers have asked to be added to 
its mailing list. 

The agency also publishes “Grey 
Matter,” a monthly newsletter on 
general business conditions. 


Leeming in New Post 


Joseph Leeming, publicity man- 
ager of American Viscose Corpo- 
ration, New York, and editor of 
its house magazine, “Avisco News,” 
since the first issue appeared in 
March, 1942, has resigned to be- 
come vice-president of the Cap- 
ital Goods & Commodities Corpo- 


ration, New York importing and 


exporting firm. Margaret Gleason, 
assistant editor of “Avisco News” 
since November, 1944, has been 
appointed editor. 


Kroy Appoints JWT 


Kroy Wool1-Processors, Inc., 
Lowell, Mass., has appointed J. 
Walter Thompson Company, New 
York, to promote the Kroy 
Lambda process, said to make 
wool unshrinkable. The campaign 
will begin with a _ four-color 


spread in the Nov. 1 Saturday 


Evening Post. 
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people... 


Harold Levy 

Flagstaff Foods 
Sponsors of 

United Service Grocers 
Perth Amboy, N. J. 


} 


| 


more Readers... 


J. Martel 

Martel's Super Markets 
Chester, Swarthmore, 
Springfield, Drexel Hill, 
Ridley Park, Norwood, Pa. 


A recent study shows an average of better than three 
readers of The Progressive Grocer per store — more 
readers than any other food trade publication. 


But what really counts is being read by more of the right 


In 1946, the 65,819 handpicked stores reached by The 
Progressive Grocer did a volume of over $7,890,000,000.- 
That alone is 55% of the volume done by the 380,000 
independents and local multiple chain stores in this country. 
These big stores are the leaders. They influence other stores. 
They do the volume. 
compared to less than $20,000 for all the rest of the 
independents and local chains. 


They average $120,000 a year 


Where the hest merchants in the food trade 
get their hest selling information. 


John W. Neff 
Neff’s Super-Market 
Watseka, Illinois 


.  W.F. Britton, General Manager 
Hannaford Bros. Co., 
Portland, Maine 


C. F. Collman, V. P. 
y H.A. Marr Grocery Co. 
: Denver, Colorado 


In addition, The Progressive Grocer goes across the whole 
food field — at the top — to reach people wherever there 
is authority and volume. It covers 4,394 buyers and execu- 
tives in wholesale houses that account for 90% of the 
wholesale food business in advertised brands — 1,404 
buying executives in national and sectional chains — 
1,177 specialty food brokers specializing in packaged and 


branded merchandise. 


The total — 72,794 — covers the key retailers and dis- 
tributors who sell or directly influence the sale of 90% 
of the volume of grocery and combination stores. 
That’s coverage where the bulk of the business is 
done. It’s readership where sales count most. 


Food retailers, like the rest of us, want to do more business and make more 
money. And The Progressive Grocer helps them do it. It's their operating 
handbook. Month after month it gives them sound merchandising and man- 
agement information they can take and use in their own operations — 
information on how fo build sales, cut costs and make larger profits. 
That's the kind of information they want. It’s the kind they look for — 
and find — in every issue. That's why it offers advertisers more readers in 
big food markets — and among responsible people in those markets — 
at the lowest page rate per thousand of any food trade publication. 


G. E. Scofield, Advertising Manager 
H. P. Lau Co., 
Lincoin, Nebraska 


The PROGRESSIVE GROCER 


National magazine of the food trade 
New York - Chicago - San Francisco Los Angeles 
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Zinn Takes Charge Baketel Sells ‘Banker’ G d B k | d | 
Robert Zinn, recently promoted Leon B. Baketel, editor and 00 year rea $ un 
to general sales manager of Stand-| publisher of the Banker, monthly 
ard Register Company, Dayton,| financial publication printed in ’ 
has taken over full authority for| Portland, Ore., has sold the pub- u er- us ion for 
* the sales division including the| lication to Mandus E. Bridston of 
field organization and all Dayton| Seattle. The Banker will be pub- 
sales departments. lished in Seattle in the future. Tire Ad Copy Price 
. efe (Co 
Space in Dailies a” 
Announces Larger, pricing | 
In th 
Improved Model agente 
tailers 1 
. Superb Artcopy (Picture on Page 1) io 
i Akron, O.— Using full - page less wa 
newspaper space, Goodyear Tire of prices 
: from Kodachrome e & Rubber Company last week an- spiracy. 
nounced what it calls the “most The | 
important development of its kind —_ 
4 . : in more than two decades’—a trust-bu: 
Again and again our customers tell us that ours are the only new Super-Cushion tire TIRE NEWS—What Goodyear thinks is the biggest improvement in automobile PR equaled 
Kodachrome prints that consistently possess those qualities needed Goodyear also said that one of| tires in 20 years is —_ mee " hw se pag ay Ro a E. Shively, Beside 
i inti ; P manager of tire design, look at the Super-Cushion tire (at right) as compared housi 
PRanGY Ht SORES Fe the largest automobile companies + with: the conventional tire. The new tire operates with 14% less air pressure, the 
Our many repeat orders tell us, more forcibly than words, that is apnye td a oo re gg ee requires a wider rim, will be promoted to motor car makers as standard equip- pe pe 
s son to utiliz ire. a | 
these users of color have found it better to work from our Chromart copy, carried in dailies of major ment. contrat 
Pri f Kodachr transparencies. Our clients are ‘ ; 

— om Neca 2 i ing Pam A ais al ie Bleeen markets throughout the country, tion on 14% less air pressure, |expand production of transparent on 
een nee ee arabs yi 3 oa . |Rromised the public that “any day| trom six to four pounds less pres-| moisture-proof film and foamed! Sinai’ 
from coast-to-coast! now some new cars equipped | cure than now used; (2) increased | latex. Bove me 
Custom-fabricated to the size needed to fit your artwork, Chromarts with Super-Cushions will be roll- resistance to bruising and cutting;| Included in the purchase, whichf ; Biss 
make a dramatic presentation. Being on paper, they can be re- ing off the production lines” and|anq (3) reduced road vibration | was negotiated by the War Assets. C «Oo; 

dead ok diutaa inn ok oft ol she b ms : that “by early 1948, Super-Cush-| .nq driver fatigue. Administration, are 13 up-to-date 4 
tou ; as desir J to ~ oem ers obtain optimum repro- ions will be standard equipment In exhaustive tests, the an-|aircraft manufacturing and serv- semongt 
duction from fine “flat copy. on a large share of America’s best-| nouncement ads say, auto engi-|ice buildings. Goodyear used the “With ] 
Chromarts, sir, are backed by 8 years of making color prints that known automobiles. neers discovered that Super-Cush- | buildings during the war years to oy. 
are right for platemaking. Priced from $48 to $115. Write! Terms It Standard Equipment ions satisfactorily absorbed lateral manufacture B-26 and B-29 tail ber ta i 

‘te : 2 shocks, an important factor in|and wing assemblies. 7 
Goodyear, it is believed, will for making cars ride better. When 1 climax 
the time being concentrate on : ie t ‘ . . Fa 
Frank Miller Laboratories selling the merits of the tires to|‘e¥ asked about mileage, “Good- | Schieffelin Ups Miller pi 
manufacturers, since they require |¥©2" "ad the answer to that one./ Frank Miller, formerly eastern In the 
FORMERLY PHOTOCHROME © Wide! 4s Gebe thoes currently We showed the automobile engi-| divisional sales manager, Imporfhe FTC 
846 N. Fairfax, Hollywood 46 in neers our records of millions of | division of Schieffelin & Co., News 20 alo 
’ Poste : ie atin tina test miles driven on these tires, | York, has been promoted to gen-fM)ir,, the 
ertain that . tire’s advan- where Super-Cushions consistent-| eral sales manager of the Import sing 
tages mean that it will become!) -veraged more mileage than| division. He will direct nationagg °°? ® 
standard equipment on cars of} 4). pect standard tires.” sales of Hennessy cognac, Teach-ge2°"ce | 
the future, the company says its . er’s Highland Cream, Dagge From é 
other advantages are: (1) opera- New Tires Are Larger Jamaica rums, Don Q rum, Char-§@™ssione1 
treuse liqueur and Moet & Chan-(@hat exp 
The new tires, which are larger, | don champagne. Bvide cod 
entail a different tire size, with|_. a ae eo ff routi 
a rim one inch less in diameter. | Silverwood Appoints naking t 
s The conventional 5.50-16, for in- Silverwood Western Dairies fbble; sec 
a: stance, would be replaced by | Winnipeg, Man., has appointed th@@Mfonest n 
6.40-15, the 6.00-16 by 6.70-15,| Winnipeg office of Stewart-Loviclf@hird, by 
Q the 6.25-16 by 7.10-15, etc & Macpherson to handle its ad 
‘ ‘ . , isin 
(\ Y On another production front, it ati 
was announced last week that Gets Barnes & Reinecke 
Goodyear has put up $2,200,000 M. Gl Mill ‘AdeeiMising 
“a to buy surplus aircraft manufac-| 4); " ve — 
peat faciliti it at ts Chicago, has been appointed t 
Te uring facilities 1t opera er€| handle advertising of Barnes § 
; during the war. The company is| Reinecke, industrial engineer an¢ 
MANHATTAN N Kansas SPs expected to use the facilities to! designer. 
| THERE IS AVAILABLE TO NA 
e| ial i 
nih (firth. TIONAL ADVERTISERS A SPECIAL: 
INDEPENDENCE s a 
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Mean) IZED SERVICE IN PLANNING, DE 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
IT MAY BE THAT THE SKILI 
AND EXPERIENCE OF THI! 
ad ORGANIZATION COULD BE USEI 
iii ADVANTAGEOUSLY BY Wi 
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‘KFH gives you Jim 
TWIN coverage Him 


You can double your sales im- 
pact right in the heart of a 750 
million dollar farm and city 
market—a rich, spending 
TWIN market covered by KFH. 
That's why KFH is known as the 
“Selling Station for the South- 
west.” Now with bumper crops 
and busy city folks, that 
goes DOUBLE. 
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WICHITA IS A HOOPERATED cITY 
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Hunt ‘Test Case’ 
for Crackdown in 
Price Conspiracy 


(Continued from Page 1) 
with manufacturers to discuss 
pricing problems. 

In this case, the department 

agents were satisfied that the re- 

% tailers were attempting to bring 

| prices down, but they neverthe- 

) less warned that any discussion 

of prices.raised a question of con- 
spiracy. 

The threat of jail sentences 
dramatized the resumption of 
trust-busting on aé_e scale un- 
bile equaled since prewar days. 
ely, Beside its studies of the food, 
red housing and clothing industries, 
the department is committed to a 


drive against “the increasing con- 
___ centration of power in the hands 

of a small number of giant cor- 
arent porations.” 
amedme since the trust-busting presum- 
shich ably has White House sanction, 

~ Mpast week’s counter-attack of the 

ares C “Old Guard” against “new- 
~date omer” L@well Mason has become 
SeTV-M nore understandable. 
d hare With Mason’s return next Mon- 
ars \OBiday, the fight for an FTC “friend- 
9 tall er to business” will move toward 

1 climax. 
Favor Simplified Procedure 
aster! In the showdown just ahead, 
mporifthe FTC “Old Guard” is expected 
, Newo go along on a program to sim- 
) Se0-Blify the handling of false adver- 
stional ising and other routine trade 
each yractice cases. 


From advance notice, most com- 
nissioners now agree with Mason 
hat expanded use of industry- 
mvide codes can reduce the volume 
' routine offenses: First, by 


Jagge 
Char 
Chan 


7 naking the law more understand- 
Dairies ble; second, by mobilizing the 
ted th™fonest members of an industry; 


est fringe. 

Along with Mason, they are 
willing to eliminate litigation in 
these routine cases where the of- 
fender repents and agrees to ad- 
here to an industrywide code, or 
to an_ individually negotiated 
stipulation. 

On the other hand, however, 
the “Old Guard” will vote down 
Mason’s efforts to broaden trade 
practice codes so that the easy 
settlement procedure can also ap- 
ply to anti-trust offenses. On this 
phase of the program, to judge 
by the Department of Justice an- 
nouncement,’ Mason apparently is 
out of step with the administra- 
tion in general, as well as the FTC 
“Old Guard.” 


See Possible Evasions 


Other FTC Commissioners, 
mindful of the NRA codes, fear 
that Mason’s proposal would be 
an excuse for pricing conspiracies 
and other arrangements which 
would lead to evasion of the anti- 
trust status. 

Old Guard members will nego- 
tiate settlements in routine cases, 


cumstances can be argued. Anti- 
trust cases, 


the limit, they insist. 


Justice 


involving deliberate 
conspiracy, must be prosecuted to 


The fact that the Department of 
is threatening jail sen- 
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bill to tighten restrictions on cor- 
porative mergers, Sen. William 
Langer (R., N. D.) complained 
that neither Justice nor FTC has 
exercised all the anti-trust power 
they already possess. 


FINE OFFSET LITHOGRAPHY 


Cadillac Appoints 

Charles W. Schooley, who has | 
been with the division since 1928, | 
has been appointed merchandising | 
manager of the Cadillac Motor | 
Car division of General wraton vd 


THE VERITONE COMPANY 
57 W. GRAND AVE., + CHICAGO 10 
WHITEMALL 5957 


LOOK 100xs «r HOUSTON - 


Corporation, Detroit. He succeeds 
Charles H. Betts, who resigned to 
become Cadillac distributor in 
Des Moines. 


where error or extenuating cir- 1 is wanes. 


tences if and when it obtains con- 
victions in this newest anti-trust 
drive, lends emphasis to the ad- 
ministration policy. 


Seldom Asked Jail Terms 


In the past, the government has 
seldom sought jail punishment for 
anti-trust offenders. Under con- 
gressional questioning, former At- 
torney General Wendell Berge 
claimed juries were reluctant to 
convict in this type, if jail sen- 
tences were likely to follow. 

In recent months, Congress has 
accused the department of pulling 
its punches in punishing anti-trust 
violations. 

At a Senate judiciary subcom- 


es a 
a « : 


ston 


SEE 


IN THE HEADLINES 


“HOUSTON is another living proof of Texas enterprise and vigor. It was 


founded 50 miles from the sea and made itself a deepwater port by digging 


a channel down Buffalo Bayou. Financial hub of a. region rich in lumber, 


-Lovici@hird, by segregating the dishon- 
its ad 


mittee hearing last spring on a agricultural products, and oil; and a distributing center for a good share of 


cke 
artising 
nted t 
irnes 4 
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THE HOMETOWN 


88 counties. Sell stable Hometown, 
hometown readership. 


Ruy 


' ily 


a9 \ 1) ye @. 

ee ~f) as 

i Velaislay 

cm | JOHN W. 

a CHICAGO PUBLISHERS’ 
CLEVELAND 
Ss ae 


| | 
AND CORNER “XS 


You walk right into Ohio’s billion-dollar market with the 
top 49 dailies that blanket the important 58 of Ohio's 


Eon aaa _ EINCIMNA | Mey ~HOUSTON’S LEADING NEWSPAPER FOR 34 YEARS 


Texas raw materials, Houston has trebled its population in the last twenty 
years and shows no signs of slackening its growth . . . Houstonians boast 
that theirs is a city that has never known a depression . . . Houston’s popu- 
lation is already close to 600,000 and may well crowd the million mark 
within another decade.” 


—from the book “Look at America: the Southwest” 
by the editors of LOOK 
(Courtesy of LOOK—America’s Family Magazine) 


sei. ffouston IN THE CHRONICLE 


Houston, by far the South’s largest and richest market, is growing rapidly 


\ 


| 


MARKET 


—but its growth is sound. One single medium, The Houston Chronicle, 
Ohio, with stabilized P , “wr ‘ 
reaches all levels and corners of this market with rare efficiency: the kind 


ONE ORDER 
ONE CHECK 


ASK ABOUT OUR 
1947 MARKET GUIDE 


of efficiency which makes the space buyer’s job a delight. It is a matter 
of record that The Chronicle, for 34 consecutive years, has been first 


among Houston newspapers both in advertising and in circulation. 


The Houston Chronicle 


R. W. McCARTHY 
National Advertising Manager 


The Houston Market is sold 
when your story is told 
THE BRANHAM COMPANY 


National Representatives .. in The Chronicle 


CULLEN CO. 
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Papi. 


Circulation gain of The News-Sentinel during the past ten 
years has been more than 5 times as large as the circu- 
lation gain of Fort Wayne’s morning paper. 


CITY ZONE ONLY 


News-Sentinel: 46.7% more home coverage than morning paper 


RETAIL TRADING ZONE ONLY 
News-Sentinel: 22.1% more home coverage than morning paper 


CITY & RETAIL TRADING ZONES COMBINED 
News-Sentinel: 34:5% more home coverage than morning paper 


* 


The News-Sentinel is delivered to 97.8% of 
all homes in Fort Wayne every weekday. 


. ‘The N ews-Sentinel 


Gori Wayne's G 


Good Cvenmg 


FORT tea INDIANA | 


REPRESENTATIVES: ALLEN-KLAPP CO. » NEW YORK—CHICAGO—DETROIT 


‘Grit’ Brand Study 
Shows Five-Year 
Pattern of Change 


WILLiamsport, Pa.—Grit, which 
concentrates 408,000 of its 660,000 
circulation in towns of less than 
1,000 “in areas beyond the in- 
fluence of metropolitan districts,” 
has issued its 12th annual reader 
survey, showing product use and 
brand preference. 

The volume, which in most 

cases presents comparable figures 
for each year from 1943 through 
1947, not only provides an oppor- 
tunity to compare performance in 
the small town market over the 
five-year period, but also gives 
interesting indications of how 
small-town America differs in its 
buying habits and brand prefer- 
ences from either farm or urban 
segments. 
_ For example, while national 
figures indicate that Lucky Strike 
is the largest selling cigaret, with 
Camel in second position, the Grit 
study shows Camel entrenched 
with a commanding lead in the 
small town field, with Luckies 
making some progress, but mostly 
at the expense of other brands. 
Camels had 42.2% of the prefer- 
ences among Grit readers in 1943, 
and this year have 41.5%, while 
Luckies. started with 24.6% and 
have gradually come up to 30.4%. 
Chesterfield had 10.6% of the 
choices in 1943 and now has 
13.8%. 


Duz Does Well 


In pipe tobacco, Prince Albert, 
the R. J. Reynolds entry, is even 
farther ahead. It got 48.3% of the 


votes in 1943 and now has 51.1% 
Velvet is the only other tobacco 
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Situated in the 


Putnam 


and Cookeville, 


County, 
major agricultural county, 


3 Hub of a 8600,000,000 Market 3 


4 CS a 
"eet ae AS, 
Pa 
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—Tenn. Conservation Dept. Photo 


foothills of the Cumberland Plateau, 
Tennessee, besides ranking as a 
is also rich in minerals, 
the hustling county seat, has numer- 


ous industries, such as furniture, shirts. hosie sry, brick 


and lumber. 


Cookeville 
nessee Polytechnic Institute. 


is also the site of the Ten- 
TVA supplies the county 


with low-cost electric power for farms and factories. 


Putnam is one 


the Nashville 


trading area 


of the thirty-six counties comprising 
-the rich market blan- 


keted by Nashville’s two great newspapers. 


NASHVILLE 


CITY ZONE POPULATION............ 266,505 


NASHVILLE MARKET POPULATION............... 920,843 


EVENING 


“Represented 


| ashville Baitner 


The Nashville Tennesseatt 


MORNING SUNDAY 


NEWSPAPER PRINTING CORPORATION, ACENT 


a The Branham 


Chi '> cau 


that gets as much as 10% 

Duz does all right in the small 
town market now, too. It had only 
8.5% of the preferences for fam- 
ily wash soap in 1943 and was in 
sixth place, behind Rinso, P&G, 
Oxydol, Octagon, and Fels. Now 
it is in first place, with 20% of 
the choices, trailed by Rinso 
(18.5%) and Oxydol (15.8%). Duz 
is likewise agitating the family 
washing machine, where it has 
reached second place, right be- 
|hind Rinso’s 25.1%, with a score 
lof 24.5%. It had only 15.5% in 
| 1943. 

Among bath soaps, Lifebuoy led 
|all the rest. A consistent favorite 
in the field, it has topped the field 
during the past five years, but 
|this year its percentage of favor- 
|itism eased off to 26.8% as com- 


*| une, has purchased a 160-acre tract 


1947 Red Heart had dropped to 
9.9% and Gaines had shot into 
the lead with 17.2%, while Thrivo 
had disappeared. 


Ford Position Improves 


In the auto field, Ford seems to 
have jockeyed Chevrolet out of 
first place by a narrow margin. 
In 1944 Chevrolet led in both 
makes of autos now owned (31%) 
and makes which Grit families 
planned to buy (30.8%). Now 
Ford shows 29.2% present owner- 
ship against Chevrolet’s 28.2%, 
and 29.9% “plan to buy” against 
Chevrolet’s 25%. 

The Grit study in most instances 
asks what brand is “in your home 
now.” The study is developed 
through a modest prize contest, 
implemented with a page ques- 
tionnaire which appeared in 
March issues. The “contest,” of- 
fering a total of $300 split 105 
ways, drew 32,219 replies, 
more than in 1946. 


Promotes New Product 


Appleford Paper Products Ltd., 
Hamilton, Ont., through Russell T. 
Kelley, Hamilton, is advertising a 
new perforated wax cloth in a 
campaign aimed at the drug and 
hotel industries. It is claimed that 
the cloth is grease and dirt resist- 
ant, and after rinsing is ready for 
re-use. 


Names Canadian Outlet 


Hobbs Glass Ltd., Hamilton, | 
Ont., has been appointed Cana-| 
dian distributor of the paint line 
of Pittsburgh Plate Glass Com- 
pany. The line will be manufac- 
tured in Canada by Murphy Paint 
Company at its new plant in Long 
Branch, Ont. Distribution through 
Hobbs outlets starts this fall. 


KRNT Buys Property 
Station KRNT, affiliated with 
the Des Moines Register and Trib- 


northeast of Des Moines where it 
will build a 1,530-foot FM tower 
—the tallest man-made structure 
in the world. With a proposed 
157,000-watt power, the station 
will be able to broadcast FM pro- 
grams throughout Iowa. 


Plans Salt Tie-In Drive 


International Salt Company, 
Scranton, Pa., will make extensive 
use of point-of-sale material as 
well as advertising in farm maga- 
zines and newspapers to help 
grocers sell its Sterling salt and 
related grocery items during the 


51% | as 
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RMA Promotion 
Campaign Called 
Audience Builder 


WasHINGTON—The Radio Manu- 


Advert 


| 8 brand 
facturers Association last week | Q 
saw its “Radio in Every Room” | ‘’ ==: 
promotion as a boost for radio fM| as 
listening. = 
In reaffirming joint promotion 4° 


plans with broadcasters for Na- 
tional Radio Week (Oct. 26-Nov. |) °7°-- 


1), RMA President Max F. Bal- #§ | 
com declared, ‘More radios at the | 
finger tips of more people wil] | YY... 
substantially increase listening BR| 3333 
That is the common goal fori. 
broadcasters and manufacturers.” wean 

NAB’s executive vice-president, 

Jesse Willard, is “coordinating” passe 
broadcaster cooperation in the a Cite 
promotion, which now stresses “A Red Ci 
Radio for Every Purpose” as wel] 

“A Radio in Every Room.” 

“The program stresses the need | -We 
for more radios, so that every . 
member of the family, may enjoy Driv 
more fully the wide variety of 
programs presented by broadcast to N 
ers,’ Mr. Balcom explained. New 

“We believe that if we car newspar 


think in terms of selling radios a; 
a medium of entertainment an¢ 
enlightenment for all members oj 
the family, we will not only fur, 
ther our own objectives, but in- 
crease the service rendered by 
radio broadcasters.” 
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Nash Promotes Two 


J. B. Huntress, sales promotio: 
manager of Nash Motors divisio: 


of Nash-Kelvinator Corporation ach | 
Detroit, has been appointed assistqjumns b; 
ant director of advertising angjpage, an 


sales promotion. W. A. Kellemiglass bo 
who has been in charge of servic@phasize 1 
promotion, succeeds Mr. Huntresthan 
as sales promotion manager. Bot#ottles 

work under N. F. Lawler, directo mould bs 
of advertising and sales promotior a dupe 


poenmevein The 
DWG Appoints Two 


Way,” is 
Ralph E. Folz and Spencer Ip" the « 
Finney have been appointed gergmWalter 17 
eral sales manager and director ¢ 
sales promotion, respectively, 
the DWG Cigar Corporation, D 
troit. Mr. Folz will direct th 
corporation’s advertising policie 
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Zz 
on “4 
ParIs— 
lws ar 
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Joins Benton & Bowles 


Gordon G. Vanderwarker, w! 
recently returned from Californi 
has rejoined Benton & Bowle 
New York, as a media coordinat 


fall canning season. 


avas hi 
00 fran 


with the Procter & Gamble grou] 


pared with 31.5% last year, with 
| Ivory second (17.2%) and Lux} 
third (16.1%). 


| Dog Foods Change 


Another interesting competitive | 
|note crops up in the all-purpose | 
| flour tabulation, which shows that 


off in 1943 all even in the market, 


idly, to 20.9% in 1944. It had 


first place, but it dropped to 19.7% 


place to Gold Medal, 
jumped from 18.6% 
23.9% this year. 

In the shortening classification, | 
Crisco, which had a commanding | 
lead over Spry in 1943 (28.4% to 
19.8%) has substantially improved 
its position and its lead. 
gets 39.2%, against Spry’s 18.5%. 

An interesting mirror of 
revolution brought on by wartime 
conditions in the dog food market 
is shown by the Grit study. In 
| 1943 Red Heart was the outstand- 
ing brand, garnering 22.8% of the 
choices, and the only other brand 
| getting as much as 10% was 


which 
last year to 


: 


wee) | Thrivo. 


Gaines had 3.5%. By 


Gold Medal and Pillsbury started | 


each getting 16.2% of the choices. | 
Pillsbury’s share rose quite rap-| 


22.1% in 1945, and 21.4% in 1946. | 
During all three years it was in| 


in the 1947 poll, and also lost first | 


It now | 


the | 


294 hours a day 
| 
| 


| 5 days a week 


| 
| 
| 


Monsen-Chicago 


Monsen-Los Angeles 
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CARLING'S & 


[ Thaw the anes asray ! No astra 0 pay ! 
nu- | 8 brand new odvontages = 
reek Fs : Sy 
adio RCS be 
tion 4I +e ah) aes 
Na-@|~ boxe 
Nov. A == % ot 
Bal-8|—" i 
| the | 4 rs 
will @ | a —( sams 
ning. Be | 33338 Hy 
for i — 
ers.” ae meal 
dent, WAY — Brewing Corp. of 
ting” THROW-A’ f — Brewing rp. o 
America ran this page in the Oklaho- 
theRy ina City Times to announce Carling’s 
°S a Red Cap in non-returnable’ bottles. 
we 


‘need 1-Way Bottle Ad 


every . 

isDrive Expanded 

ty o 

aifito New England 
New YorK—A four-month 

> Calinewspaper campaign promoting 

10S a one-way glass beer and ale bottles 

t an@iwas launched last week in New 

ers OfEngland by the Glass Container 

y fur§§Manufacturers Institute. 

A 7 The ads, appearing in six cities 

- 


in Maine, Massachusetts and 
Rhode Island, are nearly identical 
with a similar drive recently 
opened by the institute on the 
West Coast. Midwestern markets 
will be added to the schedule. 
Each insertion will be two col- 
umns by 150 lines up to a full 
age, and all will picture the new, 
glass bottle in actual size to em- 


motior 
ivisio. 
ration 
assist 
ig an 
Keller 


servic@phasize that it is one-third shorter 
untres han old-style returnable beer 
4 oa bottles. Ads stress that the bottles 
irectom 


should be thrown away and require 
no deposit. 

The institute trademark, “1- 
Nay,” is the only signature used 
in the campaign, handled by J. 
Valter Thompson Company. 


motion 
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avas Shows Loss 
on ‘46 Business 


es Paris—Havas Agency, French 
‘mews and advertising organiza- 
er, Wiion, has reported a net loss of 
Paead 16,000,000 francs on a volume last 
wdinatd@agee?? Of 1.2 billion francs. In 1945 
le grougmeavas had a profit of about 500,- 
00 francs. 
Mr. Schloesing, chairman of 
avas, reported that government 
hdvertising in France last year 
iad dropped considerably. Some 
tomised campaigns never ma- 
erialized, and nationalized indus- 
ties showed unwillingness to use 
avas services, he said. 
In addition, the chairman ob- 
served, costs had risen, and gov- 
frmment restrictions on pharma- 
eutical and aperitif advertising 
ad a bad effect on operations. 


r) . 
~ 5 ts Restaurant Data 
x The educational department of 
fe National Restaurant Associa- 
on in September will publish the 
toceedings of a short course in 
fstaurant management controls 
ld at the University of Chicago 
ast June. Copies may be ob- 
“ined for $3.50 from the NRA at 
S. Michigan Ave., Chicago 3. 


arie Holmes Appointed 


Marie Holmes, formerly cookery 
‘itor of the Toronto Daily Star, 
5 been appointed by Maclean- 
inter Publishing Company as 
fector of the Chatelaine Insti- 
®, Toronto, which tests foods 
.¢ appliances and awards the 
‘atelaine Institute Seal of Ap- 


; 
"res 
< 


ons ‘Park East’ 
irginia A. Parker, formerly 
‘1 Parfums Schiaparelli and 
zabeth Arden, has joined the 
department of Park East, 


hers 


FRANK W. ROCHE 

PetHam Manor, N. Y.—Frank 
W. Roche, 73, retired business 
magazine publisher, died Aug. 11 
at his home here. Born in Lowell, 
Mass., Mr. Roche entered business 
publishing in Boston in 1893 with 
Bicycling World and L.A.W. Bul- 
letin, and when the publication 
became’ Bicycling World and 
Motorcycle Review, about 1900, 
he transferred to New York. In 
1902 he was a founder of Motor 
World, and remained with both 
papers as an officer until they 
were sold in 1911. Shortly after, 
he bought Automobile Topics. 
Mr. Roche was the last sur- 
viving founder-member of the 
Question Club, an organization of 
men prominent in the automobile 
industry. 


JOSEPH VESSEY 

Montc.air, N. J.—Joseph Ves- 
sey, 69, secretary of Kenyon & 
Eckhardt, New York, died at his 
home here Aug. 11. He had suf- 
fered a cerebral hemorrhage on 


July 16. Mr. Vessey had been 
with K&E since it was formed, 
and before that was associated 
with Ray D. Lillibridge. 


JOHN H. LEE 

ROCHESTER— John H. Lee, 60, 
general manager of Station 
WHAM here, died Aug. 5 at Spen- 
cerport, N. Y., after an illness of 
several months. He had been as- 
sociated with WHAM for 20 years. 


HOWARD J. HOLCOMB 
ErteE—Howard J. Holcomb, 62, 
advertising manager of Trask, 
Prescott & Richardson department 
store here, died suddenly Aug. 3. 
Mr. Holcomb served in the adver- 
tising field since his youth and 
was a past president of the Erie 
Sales and Advertising Club. 


Sunshine Ups Beattie 


T. L. Beattie, formerly with 
Sunshine Biscuit Company in the 
Michigan-Ohio district, has been 
promoted to sales manager of the 
New England division, in Boston. 


65 


. ager of the sportswear division of 

KLX Promotes Gaisford \the Cincinnati company. He suc- 

Harold Gaisford, who has been | ceeds Henry L. Hurwitz, who will 

with Station KLX, Oakland, Cal.,| devote his time to styling Goodall 
for more than a year, has been| fabrics. 


appointed sales manager of the 


station. 

Andrew J. Gray, longtime re- 

McSpaden to Goodall porter on the Boston Post before 

Harold “Jug” McSpaden, golf|serving in the Army during the 

star who has been a Goodall Com-| war, has joined the public rela- 

pany special representative for tions staff of Lever Brothers Com- 
four years, has been named man- | pany in Cambridge, Mass. 


Gray Joins Lever 


(Ganpy [INDUSTRY 
- GOES to the HEAR 


— OF THE CONFECTIONERY FIELD 


Reaches More Manufacturers | 
~ Than Any Other Publication 


| FIRST In Advertising Volume (7 x 10 units) 
FIRST In Industry Preference (4 To 1 By Survey) 


CANDY 
MANUFACTURERS 


(DANDY INDUSTRY The Newspaper of Confectionery Business 
‘Don Gussow — Publisher & Editor * 33 West 42nd St., New York City 
k Other Don Gussow Publications: Bottling Industry, Tobacco Record es re. fe | 


Bie 


DOLLAR 


pockets annually. 


York. 


Rich in Industry.. 


“AGRICULTURE IS A 


CENTRAL NEW YORK MARKET | 


INDUSTRY 


“Sales of dairy products, canned vegetables and fruits 
to major markets make farming a leading occupation in 


the Syracuse area and puts ample cash into farmers’ 


“This is a billion dollar business that makes Central New 
York's rural area alone perfect for expansion of sales 
and services and the testing of consumer acceptance of 
new products.” — GEORGE L. BABSON 


Swracud (Daily 
J \ 


1. 


g 


HERALD-AMERICAN (Sunday) 9 


. Equally Rich in Farm Productio. 


BILLION 


IN THE 
SYRACUSE AREA...” 


“A billion dollars ‘ain't hay’! Property, equipment invest- 
ment and crop sales put Central New York farming in 
that top-flight bracket. 


GEORGE L. BABSON 
President 
Babson Brothers Co. of N. Y. 


_— a 


Manufacturers of the nation- 
ally famous ‘Surge’ Milking 
| Machines 
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Sure Line Names Graham 


Hugh H. Graham & Associates, 
New Britain, Conn., has been ap- 
pointed by Sure Line Mfg. Com- 
pany, Hartford, to handle adver- 
tising of the company’s new Line- 
A-Sash painter’s tool. 


Appoints George Fries 
George C. Fries has been ap- 
pointed representative in Detroit 
for Automotive Aviation Whole- 
saler, published by Let’s Go Pub- 


jlishing Company, Chicago. He 
|will service the  publication’s 
| Michigan and Ohio territory. 


Graybar Promotes Hayes 

Norman A. Hayes, with Gray- 
bar Electric Company, New York, 
since 1945 as merchandising man- 
ager of the Graybar-Portland 
branch, has been promoted to dis- 
trict merchandising manager in 
| Seattle, with supervision over Se- 
attle, Spokane and Tacoma, Wash.; 


| Portland, Ore., and Butte, Mont. 


In the 


Tribune alone offers 


retail trading zone. 


1 


DAILY 


| sunnvay 161,002 


A. B. C. Publisher's Statement, March 31, 1947 


SOTTO Fe 


itan Oakland market, the Oakland 
the most effective coverage. 
74.9% of its total daily circulation is home delivered, 
97% is concentrated in the 37-mile A.B.C. city and 


GREATEST HOME DELIVERED DAILY CITY CIRCU- 
LATION IN NORTHERN CALIFORNIA SINCE 1939. 


TOTAL NET PAID CIRCULATION 


IN THE 
PACIFIC COAST'S 


3.14 LARGEST 
MARKET 


rich and growing Metropol- 


47,308 


wee WMITRO HOtoe 


G CRESMER CO; 


— Oakland.wP2Tribune 


WILLIAMS, LAWRENCE 
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Sunday Magazine Section 


"(207 


e ed ea 
eee 
eeeceee 
eeeeeoevoeeveeeece 
eeeoeeosve¢eoeeeeees 
eeeeeveveeveeee eee 


NORTH 


Four Roses Buys 
ANAN for 52-Week 
Newspaper Drive 


(Continued from Page 2) 


bined circulation of about 13,250,- 
000 daily and 17,250,000 Sunday. 
When all newspapers which 
have agreed to come in are actu- 
ally in, and when the network 
reaches its ultimate goal, it will 
embrace 68 newspapers in 65 mar- 
kets, with a combined daily circu- 
lation of 16,500,000 and a com- 
bined Sunday circulation of 19,- 
250,000. 


How Network Functions 


It sells. either nationally, or in 
one or more of six regional groups 
—Central, Northeast, Southeast, 
Southwest, Rocky Mountain, and 
Pacific. All of these groups are 
already in operation, except for the 
Pacific group, where 13 papers are 
not accepting business through the 
network because of the continu- 
ing drastic shortage of newsprint. 
The same applies to other indi- 
vidual papers, such as the Fort 
Worth Star-Telegram, Dallas 
News and Little Rock Democrat. 

ANAN has no rate card of its 
own; instead it has a “book of 
rules” and a discount scale. To 
earn any discount from the card 
rates of the newspapers pur- 
chased, an order, with ANAN must 
meet two qualifications: 

1. It must call for space in at 
least 80% of the cities included 
in the entire network, or in any 
one region. 

2. It must call for at least 200 
lines a week for a minimum of 13 
consecutive weeks. Both of these 
rules apply to products rather 
than to companies. ; 


Maximum Discount Is 10% 


On an order which meets the 
above minimums for frequency, 
volume and distribution, the dis- 
count is 2% from the individual 
card rates of the newspapers used. 
If the 200-line contract were ex- 
tended over more than 13 weeks, 
discounts for the succeeding peri- 
ods would be somewhat larger. 
The maximum possible discount— 
covering the last 13 weeks of a 52- 
time order calling for space of 
1,200 lines or more—is 16%. 

It is important to note, how- 
ever, that in the course of a year 


no advertiser can earn an over-all 
discount of this size, since his dis- 
count for the first 13-week cycle 
|of a 52-week order can never be 
| as large as for the last 13 weeks. 
‘In other words, the maximum 
|possible discount for any adver- 
| tiser using the largest space unit 
| every week for a solid year is ap- 
proximately 10% of the entire 
year’s billing. 

The Four Roses - Frankfort 
schedule calls for the maximum 
frequency, but does not approach 
the maximum space (it calls for 
about 500 lines per week, while 
|the maximum discount is earned 
on 1,200 lines or more). Its dis- 
count from card rates of the 24 
ANAN papers it has_ bought, 
therefore, will average about 8% 
over the full year. It will be con- 


the company does not 
through the full 52 weeks. 


WLW Appoints Miller 


| Donald Mi6iller, 


| Cincinnati. 


| Burns Joins Chirurg 


Robert A. Burns, formerly with 
New 
York, has joined the New York 


A. W. Lewin Company, 


siderably less than this amount if 
carry 


formerly sales 
| manager of Alliance Rubber Com- 
|} pany, has been appointed market 
research director of Station WLW, 
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Advertis 


FOUR ROSES SIGNS WITH ANAN—J. 


Network. Seated (left) is John S. Grier, 


president in charge of advertising and sales promotion, Frankfort Distillers Corp., 
signs a contract for 52 consecutive weeks with American Newspaper Advertising 


and (right) Larry Hanson, eastern manager, ANAN. Standing (left to right) 
are John J. Fitzsimmons, Frankfort's associate ad manager, and David J. 
Salembier, assistant account executive, Y&R. 
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Baxter Gardner (seated center), vice- 


Young & Rubicam, Four Roses agency, 


Titles Revised 
for Releases on 
Census Figures 


WASHINGTON — The Census Bu- 
reau announced last week revised 
titles and designations for its 
population statistics. 

National figures will be dis- 
tributed in series P-20. These re- 
leases will relate to current na- 
tional population, and occasionally 
to regional and major subdivi- 
sions. 

They will deal with marital 
status, education, school attend- 
ance, fertility, migration and the 
number and composition of house- 
holds and families. 

Much of the information in 
these reports comes from the 
monthly current population sur- 
vey conducted by the bureau. 

A special series, P-21, reports 
population characteristics of 35 
metropolitan areas, from the 
sample sufvey of April, 1947. An- 
other series, P-22, deals with local 
characteristics from surveys other 
than the April, 1947, study. 


Population Projections 


Releases on estimated current 
total population nationally and 
for states, counties and cities will 
be designated series P-25. This 
series, a successor to the old series 
P-47, also includes estimates by 
age, color and sex, and popula- 
tion projections for various future 
dates. 

Farm population data, prepared 
jointly with the Bureau of Agri- 
cultural Economics, will be avail- 
able in series P-28, Negro and 
non-white statistics in P-38, and 
special locally financed censuses 
in P-28. 

Releases on consumer income, 
including proportions of families 
in various levels of total income, 
and income relationships by fam- 
ily, sex, occupation and other 
characteristics, will be available 
in series P-60. National and re- 
gional housing information will 
be in P-70, with series P-71 and 
P-72 for special local studies. 

Labor force and employment 
breakdowns will be available na- 
tionally and locally in series P-50, 
P-51, P-52, P-57 and P-58, pris- 
oners in P-80 and mental institu- 
tions P-85. 
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Schedules 10th Derby 


The tenth anniversary of the 
Chevrolet Soap Box Derby will 


be celebrated Aug. 17, with thelbers (th 
1947 international race to be runind non- 
at Derby Downs, Akron. Firsif.ico nor 
prize will be a four-year college ave equ 
scholarship, awarded by Chevroleiit* 

Motor division of General Motors Will 
Corporation, national sponsor with 

leading American newspapers. The ne 

ontract 


2 Join Gulf Publishing 


Advertise 


Randall E. Brooks, formerly ac-jgpext we 
count executive of Rogers &mpupply fr 
Smith, Dallas, has joined Gulffeports o 


Publishing Company, Houston, as 
assistant manager of advertising 
sales. Clinton S. Quin Jr. has 
been appointed circulation man-§ 
ager of Gulf, publisher of World 
Oil and Petroleum Refiner. 


Handles Astaire Ads 


Western Advertising Agency 


business 
ost basi: 
LNA v 
n mont 
nto sect 
movers al 
a advertis 
mend adve 


Chicago, has been appointed tqgp*!s. P 
handle the advertising of Fred? PIB w 
Astaire Dance Studios, Chicago. Agunity te 
campaign began this month i lete LN 


local newspapers. 


Falk Elected Director 

Harold S. Falk, president of the 
Falk Corporation, Milwaukee, has 
been elected a director of Allis 
Chalmers Mfg. Company, Milwau 
kee. 
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2. Tips On Space Buying 


Unimax Appoints Huston 
William B. Huston has been ap- 


Switch Company, New York, 
manufacturer of snap-action 
switches. He formerly directed 
field and contract termination ac- 


office of James Thomas Chirurg 


| Company as a copywriter. 


tivities of W. L. Maxson Corpora- 
tion, of which Unimax is a unit. 


| pointed sales manager of Unimax | 
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Not His Ship — But The The 
Right Magazine! ind 
; nes 

Just think of all the Space Buyers who ke® ts 
looking for that one right -magazin ™ 
know that seldom is one found to t al 
effective for any advertiser. You'll fF imes J 
agree that most space buyers take s ; , 
the bad along with the good. To / mic W 
most good you must study the facts Nation; 
In the Water and Sewage field y« fing ne 
the facts all point to WATER & SEWA vy PIB 
WORKS—the only publication coverin ee 
fields. “oa 2aZ) 
For Additional Facts and Proof ard @ 
Write or Call Mr. Cocker Today “a be 

Wi 

WATER & SEWAuhs...: 

€ct fg 

il] 

WORKS oe 


22 W. MAPLE ST., CHICAGO 10, lb 
MEU VOB» CLEVELAND LO ANRELES = $10. 
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| Magazines Take 
0ver Statistical 


Service for Field 


17 Publishers Plan 
Consolidated Service 
on Linage Figures 


New York—Last week the 17 
magazine publishers who compose 
Mithe Magazine Advertising Bureau 
signed a contract with Miss Ann 
Edgerly for the name, assets and 
ack records of Publishers’ Infor- 
Mmation Bureau, which Miss Edg- 
Merly formed in 1912 with the back- 
Sing and encouragement of some of 
he publishers. 
Miss Edgerly has been retained 
n a consultant basis on a long- 
erm contract. For the past few 


Orp., 

ising rears she and her nephew, John 
ncy, MimEdgerly Barnes, have supplied 
™) Mpublishers, advertisers and agen- 


ies with special reports and an- 
nlyses. This business will continue 
inder a different name. 

The new PIB will be set up as 
h non-profit corporation with two 
lasses of members: voting mem- 


n thelMbers (the 17 MAB publishers) 
€ Trunmend non-voting members. Other- 
Firsi™iyise non-voting members will 
ollege 


ave equal rights and services. 
Will Consolidate Work 


The new PIB is negotiating a 
ontract with Leading National 
Advertisers which it hopes to sign 
ext week, whereby LNA will 
upply publishers with monthly 
eports on linage and revenue by 
usiness classifications, and on a 
ost basis. 
LNA will take press over-runs 
n monthly reports, bind them 
nto sections, sell advertising on 
movers and inserts, and offer this 
‘advertisers edition” to agencies 
Mend advertisers on a subscription 
ted ta asis. Present agency subscribers 
Fred PIB will be offered the oppor- 
Ammunity to subscribe to the com- 


ly ac- 
rs & 
Gulf 
on, as 
rtising 
r. has 
man-# 


World 


gency 


ago. 


nth inggplete LNA service, and will be 
urnished with several copies per 
gency. 

r The change came when it was 

_of theibvious to publishers that the 

ee, hag™Btrain of measuring current maga- 

 Allis-Hifine advertising was too much for 

lilwau 


PIB, largely a hand operation. 
NA is a completely mechanized 
hop, and under the proposed five- 
rear contract being negotiated, 
NA will do the work at cost, but 
ublishers will own all punch 
ards, summary sheets and copy- 
ights. 

A measure of how work had 
nowballed for PIB can be gleaned 
tom these figures: in 1942, PIB 
measured 120,000 individual 
Magazine advertisements; in 1946, 
40,000. 


Add More Units 


LNA will measure retail adver- 
ising, and break it down into dol- 
ats. It will also increase meas- 
itement of newspaper magazines 
nd sales units. PIB now meas- 
The les The American Weekly, Pa- 
ide and This Week; LNA meas- 
res these three plus First Three 
lar.ets Group, Metropolitan 
and roto groups, New York 
Magazine and Puck—the 
‘ Weekly. 
ional and regional farm 
nes will be included in the 
‘IB general magazine report. 
azine publishers generally 
| the new setup as likely to 
better service and at less 
‘. With machine operators and 
ance copies of magazines, they 
*pect faster reports, and the new 
B will shoot for an issue date 
‘later than the 20th of the fol- 
month. Also, eventually 
will measure a 13-month 


W 
T 
IB 


aveaso 10, Up 


Woodbury Features Free 


offered at 69 cents plus tax. 
in August, September and October. 


Economics. 


and Progressive Grocer. About 15 


22 Life. 


is the agency. 


David E. Kennedy Names 


next year. 


Last Minute News Flashes 


New York—John H. Woodbury, Cincinnati, through Robert W. Orr 
& Associates, New York, used 600-line insertions yesterday in The 
American Weekly and the New York Sunday News rotogravure sec- 
tion to feature a 25-cent box of Woodbury Fiesta powder free with 
the purchase of a 75-cent jar of Woodbury cold cream. Both are 
Six advertisements will run, two each 


with final copy again hitting 600 lines. 
Full Page to Launch Cranberry Promotion 


New York—American Cranberry Exchange will. break fall promo- 
tion for its Eatnore cranberry products in The American Weekly 
Oct. 26, with a full four-color page. Subsequently copy will run in 
Family Circle, This Week, Woman’s Day and What’s New in Home 
Similar copy in spreads is scheduled for Chain Store Age 


be used in midwest newspapers, with the exact number undetermined. 
Batten, Barton, Durstine & Osborn is the agency. 


Hoover to Promote New Cleaner, Electric Iron 

CuHIcAGO—The Hoover Company will launch a campaign promoting 
a new cylinder-type cleaner, as well as the standard Hoover cleaner, 
with a four-color bleed spread in the Aug. 25 Life. 
second new product, an automatic electric iron, will start in the Sept. 
Advertising of the cleaners also will include a four-color 
bleed half page in The Saturday Evening Post, two-color bleed half 
pages in women’s and shelter magazines, and four-color bleed pages 
continuing in Life through the fall months. 


Cuicaco—David E. Kennedy Company, Brooklyn, maker of Kentile 
and Kencork floor coverings, has placed its account with H. M. Gross 
Company, Chicago, effective Jan. 1. 
$55,000 in national magazine space in 1946, increased its expenditures 
several fold this year, and reportedly will invest a minimum of $250,- 
000 and a possible maximum of twice that amount in advertising 


Nash-Kelvinator Commemorates V-J Day 

New York — Nash - Kelvinator Corporation took full pages in 100 
newspapers on Aug. 14 to present the company’s views on the anni- 
versary of V-J Day. The copy closely followed the company’s war- 
time style, and even reproduced one of its war advertisements. Geyer, 
Newell & Ganger is the agency. No followup is planned. 


Cummings Leaves Maxon to Join Compton 

New Yorx—Barton A. Cummings, vice-president of Maxon, Inc., 
is leaving to join Compton Advertising, Inc., as account executive 
for Nescafe, replacing Christy Allen. 


U. S. Brewing Co. Appoints Roy S. Durstine 

CuIcaco—United States Brewing Company, maker of Rheingold and 
Gold Crown beer, has appointed the Chicago office of Roy S. Durstine, 
Inc., to handle its account. U. S. Brewing, which distributes only in 
the Midwest, formerly placed its advertising direct. 


Powder Deal 


Second ad will drop to 250 lines, 


td 20 140-line advertisements will 


Promotion of a 


Leo Burnett Company 


H. M. Gross Agency 


The company, which invested 


figures for the current month and 
for the preceding year. 

LNA will still have revenue 
from the publishers’ contract, sale 
of advertising in its editions, sale 
of subscriptions to advertisers and 
agencies, and furnishing of special 
reports to publishers and adver- 
tisers. 

PIB will operate on its present 
basis for the remainder of 1947, 
and LNA and the publishers will 
have a preliminary contract for 
the remainder of this year. After 
that the LNA-publisher contract 
will be for five years, cancellable 
each year. 


Eversharp Gives 
Garry Moore Nod 


New York—Garry Moore will 
replace Phil Baker as master of 
ceremonies on “Take It or Leave 
It” within a few weeks. Jimmie 
Durante’s ex-teammate plans to 
begin his new job on the Ever- 
sharp show on Sept. 14. 

“Take It or Leave It,” which 
is handled through’ the Biow 
Company, moved over to NBC 
from CBS recently. For a few 
weeks the show will originate 
here, after which it will be broad- 
cast from the West Coast. 

Another important emcee berth 
still was unfilled last week. Young 
& Rubicam, after having audi- 
tioned practically every available 
entertainer, had made no perma- 
nent replacement for Milo Boul- 
ton on Gulf Oil Company’s “We 
the People,” on CBS. 


Malcolm Hart Resigns 


Malcolm Hart Jr. has resigned 
as vice-president and sales man- 
ager of What’s New in Home Eco- 
nomics. He will announce future 
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var 


with each report showing 


plans soon. 


|manufacturers get the cost of sets 


Bristol-Myers 
Dropping Video; 
"No Market’ 


New Yorx—After more than a 
year as a television advertiser, 
Bristol-Myers Company is bowing 
out of video. 

“Party Line,” via Doherty, 
Clifford & Shenfield, and “At 
Home with Tex and Jinx,” 
through Young & Rubicam, both 
will be cancelled \jat the end of 
their current run this fall. These 
two telecasts have been a regular 
feature of WNBT for some time, 
“Party Line” moving to NBC from 
WCBS-TV when that network 
discontinued studio video. 

Bristol-Myers decided to drop 
television from its advertising 
schedule because the company is 
not convinced that video gives a 
full commercial value market- 
wise, a B-M executive said. “Hav- 
ing experimented with video 
awhile, we are leaving the me- 
dium temporarily to let the mar- 
ket catch up,” he said. “When the 


down and the size of the audience 
increases, we no doubt will be| 
back.” 


‘Seattle Star’ Suspends 


The Seattle Star, founded in 


|1899, suspended _ publication| 


Thursday because of rising op-| 
erating costs plus a shortage of | 
newsprint. The Seattle Times will | 
buy the Star’s remaining news-| 
print. Efforts to sell the Star to| 
Sheldon F. Sackett, West Coast) 
publisher and radio station opera- 
tor, and to David Stern III, for-| 
mer publisher of the Philadelphia | 
Record and Courier-Post, Camden, 
N. J., recently fell through after 
months of negotiation (AA, 
Aug. 11). 
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WHAT'S MY NAME?—Borden's Chi- 
cago milk division broke the big news 
with this newspaper ad last week. A 
nationwide naming contest for the litle 
fellow gets under way Sept. |. 


Gallup Develops 
‘Impact’ Method 
to Pre-Test Ads 


New YorK—George Gallup has 
developed a new technique of ad- 
vertising research — the impact 
method of testing advertising— 
which he says will supply the ad- 
vertiser in advance with data 
which he is most anxious to have: 
the impact or sales effectiveness 
of his advertising. 

Specifically, Mr. Gallup reports, 
the new method will tell in ad- 
vance: 

1. How many people will see 
an ad; 

2. How many will read it and 
what parts they will read, and 

3. How much impact the ad 
has in registering sales points or 
ideas presented. 

He explains that the new method 
culminates a search which has ex- 
tended over a total period of 17 
years, and adds that after his early 
experimental work with the meth- 
od, Dr. Claude Robinson, head of 
Opinion Research Corporation, 
carried on similar studies with 
equal success in applying the new 
technique. 

To solve a weakness of previous 
methods of pre-testing—failure to 
test ads under conditions approxi- 
mating those in which they ulti- 
mately appear— Dr. Gallup has 
prepared a special magazine, sim- 
ulating actual publications, which 
was designed as a fundamental 
part of the test. The title of the 
magazine, “Impact,” has been 
registered. It provides a normal 
setting, in which advertisements to 
be tested must compete not only 
with editorial material but with 
other advertisements, Dr. Gallup 
explains. 

He points out that since “Im- 
pact” includes both editorial and 
advertising content, this technique 


makes it possible to pre-test edi- | 


torial material as readily as ad- 
vertising. 


‘Show of Year’ 
Picks Up Sponsor 


New York — Sullivan, Stauffer, 
Colwell & Bayles last week was 


| reportedly ready to sign with one 
lof its present clients as sponsor | 
of the new program called “Show | 


of the Year.” 
This series will feature the na- 


tion’s top comedians in a repeat | 


performance of their best broad- 
casts of 1946. Weekly costs for the 
advertiser will include a regular 
payment to the American Federa- 
tion of Radio Artists, which has 
given a go-ahead to the agency 


|on the production of the show. 


Credit will be given to the ori- 
ginal sponsor. 


Beulah’s Brother 
Born: Now Borden 
Looks for a Name 


(Continued from Page 1) 


less, “IT choose the 
name because .. .” 

Prizes will total $25,000 in cash, 
with $20,025 allocated to con- 
sumers, and $4,975 to dealers. 
First consumer prize will be $7,- 
500, with the dealer named by the 
contestant getting $500. There 
are 811 consumer prizes alto- 
gether, with dealers participating 
proportionately. Reuben H. Don- 
nelley Corporation will handle 
details of the contest. 

First “birth announcements” are 
appearing in full-color pages in 
the Aug. 16 Saturday Evening 
Post, Aug. 18 Time, Aug. 25 Life 
and Sept. 2 Look. These “birth 
announcement” pages make no 
mention of the contest, however. 

In addition to the contest an- 
nouncement to appear in The 
American Weekly, full-color ads 
will also appear in Life Sept. 8, 
SEP and Collier’s Sept. 13, Look 
Sept. 30, Time Sept. 15, and News- 
week Sept. 8. The same list will 
be used for a follow-up contest 
ad in October. 


On Borden Show 


Radio support will be given 
every Friday night during the en- 
tire two-month period over the 
half-hour “Borden Show” on the 
full CBS network. 

A unique spot radio teaser cam- 
paign beginning the week of Aug. 
25 over 17 stations in New York, 
Chicago, Los Angeles, Hawaii and 
Devil’s Lake, N. D., will also be 
used. All of these are one-time 
shots designed as a publicity stunt 
for the drive, and go something 
like this: “Cleopatra would have 
left Mark Antony to find the an- 
swer to this question—What’s his 
name?” 

The contest is being placed 
through Kenyon & Eckhardt. 


BORDEN COMPANY 
SHOPS FOR MUSICAL 


New YorK—The Borden Com- 
pany is in the market for a radio 
show again. 

To nobody’s surprise, “Arthur’s 
Place” goes off the air at the end 
of its 13-week run Sept. 12 over 
CBS. This ill-fated comedy was 
sold to Borden through Kenyon & 
Eckhardt as a replacement for the 
show, which was dropped at the 
end of the current season. 

Ginny Simms (Young & Rubicam) 

Company executives have de- 
cided on the general type of 
broadcast they wish to place in 
their 30-minute spot. It defi- 
nitely will be a musical show, but 
no decision has been reached as to 
which agency will get this busi- 
ness. 

Borden’s other big show, 
“County Fair,” heard Saturdays 
over CBS, is placed by K&E. 


explaining 


Francis Was There 


In a caption for a picture of 
Emery Industries’ necktie-dressed 
bathing beauty in the Aug. 11 is- 
sue of AA, both men in the scene 
were designated as “George Nel- 
|son.” Mr. Nelson, art director of 
Ruthrauff & Ryan, is not twins; his 
companion at the left in the pic- 
ture was Les Francis, advertising 
|manager of Emery Industries, 
Cincinnati. 


Moore ‘On Leave’ 

John C. Moore, vice-president 
of Aubrey, Moore & Wallace, Chi- 
cago, has taken an indefinite leave 
of absence from the agency. 


Four A’s Adds Member 
Moser & Cotins, Utica, N. Y., 

has joined the American Asso- 

cjation of Advertising Agencies. 
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Kore-warned | 
is tore-armed 


ppreciat 
ordion, 


Justice 


Nobody who believes in America needs views of important people regarding 
to be sold on the American way of these threats to American life and 
life and business. business. In the past year alone, 26 
hie Aittelses dn ued to te told such articles have been featured in 
about evils and “isms” that threaten THE AMERICAN MAGAZINE. 

to alter or destroy the ideals which Over the years, this constant alertness 
gave us that way of life and business. in the service of the nation has won 
And that is a job to which THE THE AMERICAN MAGAZINE a special 
AMERICAN MAGAZINE has been dedi- character and reputation which make 
cated from its very beginning—in the its audience one of the most fonpenmnve 
firm belief that “forewarned is fore- in the whole field of publishing. 
armed.” To demonstrate this, we have prepared possi 


The ac 
here are 


Some of these threats are home-grown. a presentation which tells the unique 


i in 
Others are “imported.” Some are so- story of what we are uow doing to 


. ss safeguard America—from within as 
cial, some economic, some political. 


Month by month THE AMERICAN Mac. Wel as rae Se. 
AZINE seeks them out—exposes them— If you'd like to see this presentation 
and presents its readers with the timely —let’s make a date. 


hmericalt 


° 
Magazine 250 PARK AVENUE, NEW YORK 17, N. » 


The Crowell-Collier Publishing Co., New York, Publishers of The American Magazine, Collier's, and Woman’s Home Companion 
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